Determining and characterising consumer segments: a case of MMA in Australia by Gaarenstroom, Thomas
  I 
 
 
DETERMINING AND CHARACTERISING CONSUMER 
SEGMENTS: A CASE OF MMA IN AUSTRALIA 
 
 
 
 
A dissertation document submitted in fulfilment for the requirement of confirmation of 
candidature for the degree of 
 
DOCTOR OF PHILOSOPHY 
 
 
 
Thomas	Gaarenstroom	
Student	Number:	900276401	
	
 
	
Supervisors:	
Dr	Paul	Turner,	PhD.	
Dr	Adam	Karg,	PhD.	
	
 
 	
	
Faculty	of	Business	and	Law	
Deakin	University			
November 2017 
 


  IV 
ACKNOWLEDGEMENTS 
 
 
 Completing this PhD was only possible due to the support and assistance of my 
several people throughout my candidature.  
 I would like to thank my primary supervisor Dr Paul Turner, for providing me 
with guidance in undertaking my PhD and scholarship before the candidature even 
began. Throughout the candidature, Paul helped me shape the research project and was 
a constant support for me in meetings and over countless coffees. This was not only 
regarding the development of the topic and the conducting of the research and analysis 
thereof, but also just providing a friendly face and always making himself available for 
me. 
 Dr Adam Karg has now assisted me through the completion of an Honours and 
PhD degree. From the inception of the research project to its completion, Adam’s 
guidance for the development of the topic, the design of the research and his sharp 
quantitative skills have helped my professional development immensely. 
 Finally, I would like to thank my friends, family and girlfriend for their 
encouragement and support through the last four years. This task surely would not have 
been completed without these people’s help, and I will always be very grateful for their 
help over this period of my life.  
  
  V 
ABSTRACT 
 
Scholarly attention regarding combat sports, namely Mixed Martial Arts 
(MMA) is limited in many respects and has largely been associated with fan 
consumption. Limited research has been conducted with respect to the way the sport 
itself is perceived, especially in an Australian context. This dissertation presents a 
conceptual model of the attitudes, opinions and behaviours towards, and eventual 
adoption or rejection of a given offering, using the MMA sport product in Australia as 
a case study. Three studies were conducted, including an analysis of media framing of 
MMA in Australia, and two surveys of consumers’ attitudes and behaviour towards 
MMA. Results contribute towards the understanding of perceptions of MMA in 
Australia, identifying facilitators and barriers to the adoption of MMA in Australia. A 
conceptual model for the consumption of MMA was formed, which was designed to be 
generalisable to other contexts. 
 Initially, a media framing analysis was undertaken, in order to identify how the 
media frames MMA in Australia. Analysis of 68 articles drawn from Australian 
newspapers was undertaken, in order to identify themes. Four themes emerged included 
Legitimacy, Economic Benefit, Political/Government, Violence and Social factors, 
each represented by both positive and negative commentary, amounting to a Conflict 
Frame highlighting markedly differing views regarding these factors.  
The conflict frame outcome initiated further assessment, through data collection 
via two surveys, the first (a pilot survey) being administered to a student / panel sample, 
and the second to a representative panel sample of the public. This data identified and 
characterised segments based on their attitudes, behaviours and opinions towards 
MMA, to determine whether segments display a tendency towards adoption or rejection 
of MMA. Further analysis described these segments through development of a 
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conceptual framework into four distinct categories of consumers. The first was 
represented as Dissenters who scored low in legitimacy and political, and high in 
violence and social. The second and third were Detached – Disengages and Detached 
– Engaged, which scored more closely to the mid-point for these four variables. The 
fourth and final segment was Devotees who scored high in legitimacy and political, and 
low in violence and social. This framework is applicable to any sport that presents a 
conflict frame.  
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CHAPTER 1 
INTRODUCTION 
 
1.1 INTRODUCTION 
 
Sports place in the social fabric of Australian life has been widely identified and 
recounted (Stoddart, 1986). Australia as a nation provides great opportunity for people 
to participate and spectate in a range of sporting interests and pursuits. While the 
importance of sport within Australian life cannot be disputed, a sporting utopia, in 
which all sports are regarded equally, does not necessarily exist. For example, not all 
sports are universally loved, and many even divide or polarise opinion. This is evident 
through the media and public discourse over sports that are not necessarily in receipt of 
community support. Sports such as greyhound and horse racing, due to its use or abuse 
of animals (Brown & Sullivan, 2016)), the Formula 1 Grand Prix, which costs tax 
payers money to host (Dowling, 2015), or Mixed Martial Arts (MMA), due to its 
perceived violence (Birmingham, 2011; Braid, 2010). Beyond just disagreeing that a 
sport is interesting or exciting, contentious sports often attract vigorous differences in 
media opinions and can be subjected to positive and negative commentary and attitudes 
from different consumer groups within Australian society. 
This dissertation examines sport adoption within the Australian context from a 
unique perspective. The sport of Mixed Martial Arts (MMA) is a recent entrant into the 
Australian sporting landscape. MMA is a combat sport which has somewhat polarised 
community opinion and support. The sport retains strong support in certain spheres, 
while is widely condemned and shunned by other parts of the community. This is 
accentuated by changing legislation throughout the country with some states 
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implementing bans on the sport, the generation of much social media debate, and a 
broader social commentary about the sport and its place in society.   
A mixed method approach is implemented to enable examination of perceptions 
associated with the sport of MMA. Initially, a conceptual model framed from public 
opinion, which illustrates both a negative and positive attitudes and behaviours was 
developed. Content analysis was undertaken to determine the way the Australian media 
portrays Mixed Martial Arts (MMA) to the public. This identified issues such as the 
sports legality, its growth, its impact on society, and whether it is viewed as a legitimate 
sport. The results of this initial media analysis were compiled to determine the 
community’s different attitudes, opinions, behaviours and understanding of MMA.  
The intimal findings from the media analysis were used to inform a scale 
development process for development of a survey tool to explore attitudes towards 
MMA. Two survey stages (a pilot and major study) were undertaken. The survey stages 
sought to confirm the validity and reliability of tool to measure attitudes towards the 
sport, as well as understand the extent that consumption attitudes could be predicted by 
determining attitudes towards the sport.  
 This research seeks to understand the segments of consumers in Australia with 
respect to their attitudinal loyalty, behavioural loyalty and involvement with, and 
disposition towards, Mixed Martial Arts. The primary outcome of this process is to 
develop the construction and testing of an attitude / adoption / avoidance model for 
MMA in Australia. Chapter One introduces the relevant components to be examined.  
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1.2 BACKGROUND TO THE RESEARCH AND CONTEXT 
 
 
Market segmentation, categorisation of users, consumer attitudes and 
behaviours are commonly researched areas (Beane & Ennis, 1987; Grover & 
Srinivasan, 1987; Hunt & Arnett, 2004; Wind & Cardozo, 1974), including in a sporting 
context (Funk & James, 2001). Companies usually look to segment a market based on 
four traditional variables: demographic, geographic, psychographic and behavioural 
(Armstrong, Adam, Denize & Kotler, 2015). However, certain goods, services or 
experience products may generate differing opinions about their worth across a range 
of consumers, with some consumers even being strongly opposed to a product. While, 
in many cases this can result in consumers simply ignoring the product, in some 
instances, consumers can be actively vocal (or even physically obstructionist) towards 
certain products (Sheldon, 1911). Literature regarding active negative behaviour 
however, is very limited. Therefore, there is opportunity for research with respect to 
understanding of the implications this may have on a product’s provider. 
This approach towards opinionated and identifiable beliefs can be examined 
within the context around polarisation. Polarisation is defined by the Oxford Dictionary 
(2018) as being the ‘division into two sharply contrasting groups or sets of opinions or 
beliefs’. Conceptually, this illustrates that for a product, service, or experience such as 
a sport, to be polarising, it must divide consumer’s opinion or attitudes to some effect. 
The sport of MMA, due to a number of surrounding factors, can be observed as being 
polarising. The media has certainly instigated a divided commentary of the sports 
violent nature (Birmingham, 2011; Braid, 2010), its links to societal violence and unrest 
(Brown, 2010; Buttler, 2013) and debate of whether it should be legal (AAP, 2007; 
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Campbell, 2014; Clarke, 2013). The media perspective is certainly evidence of the 
polarising nature portrayed.  
While there is some reference within the marketing literature around 
polarisation (Rozenkrants, Wheeler & Shiv, 2017), much of this relates to attention on 
brand loyalty approaches (Mafael, Gottschalk & Kreis, 2016) rather than examining the 
polarity that exists between consumers who have either strong negative or strong 
positive bias towards a product. There is some literature within the political, health and 
psychological spheres which examines polarisation largely from the perspective of 
ideology and different beliefs that are held by groups within society around issues such 
as climate change or anti-vaccination (Keim-Malpass, Mitchell, Sun & Kennedy, 2017; 
McCright & Dunlap, 2011).  
Similarly, there are sports or components within sports, which can be deemed 
to be polarising or controversial. For example, sports that involve animals as part of the 
spectacle are often at the forefront of protests by animal rights groups. A sport such as 
horse jumps racing, which is responsible for several deaths each year, or greyhound 
racing where there is concern for animal abuse are often examined by the media and 
social commentators from both a positive and a negative stance.  Other sports that 
incorporate violent aspects, such as fighting or rough tackles in rugby and Australian 
Rules Football, or other combat sport in general, can also fall into this categorisation. 
This dissertation examines the sport of MMA and the views expressed by people both 
in support of and against the sport. By understanding the nature of these attitudes, and 
their projected impact, frameworks can be developed to ascertain ways that the 
organisation which runs the sport might be able to address these differentiated views.   
Mixed Martial Arts (MMA) forms the context for examining consumers’ 
differentiated opinions. Despite having its roots extending back to 648 BC within the 
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33rd Olympiad (Buse, 2006), MMA is a relatively new sport. The predominant provider 
of the sport (the Ultimate Fighting Championship (UFC)) has only experienced real 
growth and recognition over the last decade. MMA incorporates a combination of 
traditional Martial Arts fighting disciplines, used to develop a more complete approach 
to fighting. MMA athletes compete to defeat their opponents through several means, 
which may include by knockout, submission, or decision (UFC, 2017). It represents a 
brand of combat sports, alongside for example boxing, karate, judo and wrestling. 
These sports, in particular boxing and MMA, are often the subject of media and medical 
backlash due to their violent nature (Bledsoe, Li & Levy, 2005; Porter & O’Brien, 1996; 
Ross, Casson, Siegel & Cole, 1987; Rothfield, 2013).  
Interest in MMA has expanded exponentially, resulting in increased consumer 
interest, widespread commercialisation of the sport, and significant growth in staging 
of events viewed by massive television audiences. MMA has emerged within the last 
decade into what is now widely considered the world’s fastest growing sport (UFC, 
2017). This in turn has generated academic interest, largely from a consumer behaviour 
setting (Brown, Devlin & Billings, 2013; Frederick, Clavio, Burch & Zimmerman, 
2012; Tainsky, Salaga & Santos, 2012).  
 The sport of MMA is now promoted by several international companies, with 
its largest provider, the Ultimate Fighting Championship (UFC) hosting and 
broadcasting events globally (Miller, 2013). Even though MMA has experienced 
rapid growth and global acceptance, it still receives widespread negative commentary 
(Australian Medical Association, 2013; Brown, 2010; Buttler, 2013; Clarke, 2013; 
Murri, 2013; Nicholson, 2016; O’Brien, 2016; Rolfe, 2014; Rothfield, 2013) and is 
banned in certain jurisdictions around the world. 
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For example, the Australian state of Victoria lifted a partial ban on the conduct 
of MMA in an octagon shaped fighting arena in 2015, while the state of New York 
lifted its ban on hosting MMA events in 2016 (Fox Sports, 2016). Currently, a ban on 
the several fighting techniques that are core components of MMA remains in place 
throughout France (thereby disallowing the sport to take place in its current form) 
(Barry, 2017). This research seeks to understand the segments of consumers in 
Australia with respect to their attitudinal loyalty, behavioural loyalty and involvement 
with, and disposition towards, Mixed Martial Arts. The outcome is to determine 
whether knowing more about the broad range of consumer understanding about MMA 
can inform strategy, with respect to how to nullify, inform or eliminate negative 
sentiment towards an issue.  
While the commercial growth of MMA suggests ample highly committed 
consumers, perhaps of concern to managers working in or promoting MMA is the active 
negativity (Brown, 2010; Herald Sun, 2015; Morri, 2013; Rothfield, 2013) emanating 
from those who oppose the sport. Often these behaviours are extreme in their 
opposition, presented in a physical (e.g. attending a protest or lobbying lawmakers), or 
virtual sense (e.g. responding to commenting on social media or online sites or forums). 
This active negativity can have implications for the image, brand and growth of the 
sport. In a sense, in addition to developing and cultivating interest and fandom within 
the sport - a further primary aim of managers may be to adjust or reposition negative 
attitudes towards a more positive disposition. This is preceded by a need to understand 
the type and intensity of attitudes that lead to both positive or negative sentiment and 
behaviour. 
To understand adoption, it is posited that research must address motivation for 
adoption, and to this end attitudes must be explored more thoroughly. This research 
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determines significant drivers for attitudes, opinions, disposition and behaviour towards 
and involvement with, MMA in Victoria.  
 
1.3 RESEARCH QUESTIONS AND DESIGN 
 
MMA is a rapidly growing sport globally. This success is aligned with a rapidly 
enhanced level of consumption and interest. As stated previously, this interest can be 
displayed forcefully from both positive and negative positions by consumers.  This 
presents an opportunity for research into the many significant gaps in knowledge 
regarding consumer perceptions towards the sport of MMA in Australia. Therefore, the 
two overarching research questions of this dissertation may be illustrated as:  
 
1) What attitudes exist towards MMA which may positively or negatively impact 
consumption? 
 
2)  Do attitudes to MMA have a direct positive or direct negative impact on 
MMA consumption intent? 
 
 
1.3.1 Research Design 
 
To address the research questions, information about how MMA is portrayed 
widely to the population was collected. A mixed-method approach was employed for 
this research. To address the broad research objective, it was determined that multiple 
studies were required. Media content was best reviewed through a media framing 
analysis (a qualitative method), and a survey was required to better understand 
consumers on a large scale (quantitative methodology). Chapter 3 presents an overview 
and justification of the use of this mixed-methodology approach. 
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Three studies of the research emerged. Study 1 provided an analysis of the 
media’s framing of MMA to the public, through examining Australian newspaper 
articles. Newspaper commentary from the two predominant national newspaper 
providers in the country was analysed to review themes which emerged with respect to 
MMA. Key terminology used and overall disposition towards the sport was identified. 
Initial analysis of the mass media occurred through a media framing process (DeVellis, 
2012). The media framing approach enabled the understanding of consumers to be 
established, and their attitudes, behaviours, opinions towards and knowledge of MMA 
to be ascertained. The framing exercise formed an initial analysis into determining 
whether consistent, seminal attitudes might be present, and as a result, how themes - 
negative or positive - could be developed within the overall commentary and sentiment 
towards the sport.  
Study 2 examined consumers’ beliefs, attitudes, opinions and behaviours 
towards MMA and developed of a scale and survey tool drawn from the terminology 
and key themes noted in Study 1. A scale development process and exploratory factor 
analysis (EFA) processes were used to guide the development of a valid and reliable 
tool. The results from Study 2 acted as pilot for Study 3, which was the major data 
collection using the established survey tool. The third stage comprised a full survey, 
using both the attitudinal scale developed in Study 2, as well as consumer’s 
involvement, loyalty and disposition towards the sport of MMA, Additionally, the 
survey sought to identify consumers and non-consumer’s characteristics, and whether 
barriers and / or facilitators could be determined to the sports adoption or rejection. 
Confirmatory Factory Analysis (CFA), Structural Equation Modelling (SEM), 
Regression analyses and a clustering technique were used to determine the impact of 
MMA attitudes on involvement, loyalty and disposition towards MMA.  
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 Specifically, the research sought to understand the segments of consumers in 
Australia with respect to their attitudinal loyalty, behavioural loyalty and involvement 
with, and disposition towards, Mixed Martial Arts. This entailed the following 
research objectives to emerge in support of the stated research questions:  
 
 
Research Objectives 
- Identify the current media and public views towards MMA - Propose an attitude/adoption/avoidance model which illustrates these segments 
and possibility for change or movement along this continuum - Understand the nature of MMA attitudes and the impact of MMA attitudes on 
consumption outcomes - Ascertain facilitators and barriers to the adoption of MMA in Australia - Characterise consumers across Australia, relative to their attitudes and 
behaviour towards MMA; - Inform strategy for maintaining and developing current fans, the potential for 
attracting those who are indifferent to MMA and potentially nullifying opinions 
of those opposed to MMA. 
 
 Arising from the research questions and objectives identified, it is envisaged 
hypotheses will be developed and tested. These hypotheses emerged from study 1 and 
2 and are articulated here as: 
 
Hypotheses 
H1 - Legitimacy will have a positive, significant effect on attitudinal loyalty, 
behavioural loyalty, disposition and involvement with MMA. Specifically: 
 H1a Legitimacy will have a positive, significant effect on attitudinal loyalty 
 H1b Legitimacy will have a positive, significant effect on behavioural loyalty 
 H1c Legitimacy will have a positive, significant effect on disposition 
 H1d Legitimacy will have a positive, significant effect on involvement 
 
H2 - Political will have a positive, significant effect on attitudinal loyalty, behavioural 
loyalty, disposition and involvement with MMA. Specifically: 
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 H2a Political will have a positive, significant effect on attitudinal loyalty 
 H2b Political will have a positive, significant effect on behavioural loyalty 
 H2c Political will have a positive, significant effect on disposition 
 H2d Political will have a positive, significant effect on involvement 
 
H3 - Violence will have a negative, significant effect on attitudinal loyalty, behavioural 
loyalty, disposition and involvement with MMA. Specifically: 
 H3a Violence will have a negative, significant effect on attitudinal loyalty 
 H3b Violence will have a negative, significant effect on behavioural loyalty 
 H3c Violence will have a negative, significant effect on disposition 
 H3d Violence will have a negative, significant effect on involvement 
 
H4 - Social will have a negative, significant effect on attitudinal loyalty, behavioural 
loyalty, disposition and involvement with MMA. Specifically: 
 H4a Social will have a negative, significant effect on attitudinal loyalty 
 H4b Social will have a negative, significant effect on behavioural loyalty 
 H4c Social will have a negative, significant effect on disposition 
 H4d Social will have a negative, significant effect on involvement 
 
1.4 JUSTIFICATIONS FOR THE RESEARCH 
 
Despite being considered comparable to other mainstream sports in terms of 
levels of acceptance, reach and broadcasting, MMA consumption has received much 
less scholarly attention. Added to this lack of attention, this and other combat sports 
have also been both widely condemned for their violent nature (Birrer & Halbrook, 
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1988; Bledsoe, Li & Levy, 2005; Gartland, Malik & Lovell, 2005; Pieter, 2005; Porter 
and O’Brien, 1996; Ross, Casson, Siegel & Cole, 1987; Zazryn, Tanriverdi et al., 2007; 
Zetaruk, Violan, Zurakowski & Micheli, 2004), while also being praised for their skill 
and character (Harvy & Ryan, 2013).  What is certain is that there is scope and a 
considerable opportunity to address the polarisation of fans attitudes towards the sport 
given this dichotomy of attitudes.  
As well as a fast-growing consumer base, MMA presents highly passionate 
public views, which often are volatile and divided. As such, identifying aspects 
connected with either avoidance or adoption of the consumption of MMA in Australia 
presents a worthwhile undertaking. By identifying the motivations and attitudes of 
consumer who feel positively towards, are neutral, or feel negatively towards the sport, 
a better understanding of these consumers’ characteristics and barriers and facilitators 
towards the adoption of MMA can be determined. This can help both grow the 
consumer base for the sport directly, as well as potentially help to create strategies that 
might influence public opinion, making the sport either more appealing, or less 
offensive.  
Identifying differences in public opinion could particularly be of benefit for 
groups of consumers who may have limited knowledge of the sport, and therefore are 
heavily led by media or politically positioned views, or influence from other 
individuals.  MMA could then address the concerns of these people from a position of 
strength, supported by evidence and a clear way to approach the concerns held.   
Beyond the sport of MMA, it is envisaged that the findings identified from this 
approach could be developed more broadly towards understanding peoples’ contrasting 
views on other polarising sports These are issues that divide opinion in Australia, such 
as whether athletes should wear safety gear such as helmets to avoid concussions in 
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contact sports, whether to allow greyhound racing or horse jumps racing (where 
animals may be mistreated or harmed) and the hip-and-shoulder or ‘bump’ in AFL, 
being banned for its potential to cause concussions. It is anticipated that the process 
undertaken in this research may be generalised to further research regarding 
polarisation in sport, to explore the drivers of consumer opinion, disposition, attitudes, 
involvement and behaviours.  
There is little or no research regarding polarisation of consumers in sport, 
especially with respect to MMA. The process followed is repeatable and can be used 
for further research into to other sports, or for MMA in other contexts, such as future 
comparative studies over time, or even within other regions. This research contributes 
to the existing body of research on consumer product adoption, and MMA in Australia, 
and could be employed to inform sport marketing strategy for providers of this and 
further sports in Australia. In sum, the research’s findings may be generalisable to many 
polarising sports issues.  
The research ascertains the main drivers of consumers disposition, attitudes, 
behaviours and involvement towards and with, MMA, to better understand Australian 
consumers. This could then be used to help develop strategy to manipulate such 
messages as discussed above, to reduce negative sentiment towards the sport, while 
simultaneously increasing positive attitudes and behaviours towards it.  
While there clearly exists people who are fully immersed in the sport, there are 
many who dislike the sport, even to the extent of active discouragement through 
negative messages and commentary. Alongside these actively positive or negative 
groups, there exist people who are indifferent or only slightly negatively or positively 
disposed to the sport.  These ‘neutral’ groups may offer the sport an enormous potential 
opportunity for growth. Identification and development of neutral segments to either 
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better understand the sport to accept it or develop casual fans into more ‘hardcore’ fans 
would greatly help the growth of the UFC and ultimately, the development of the sport. 
It may be argued that reducing a negative person’s dysfunctional behaviours is possible, 
but it is unlikely that they will ever be fans of the sport due to their negative attitude 
towards it. Further, the very passionate existing fans must continue to be nurtured to 
retain their support for the sport. Therefore, the neutral fan presents opportunity for 
growth, as these segments hold the greatest potential to be developed into fans.  
More broadly, outside of sport there are many issues that polarise consumers 
such as politics, religion, war, abortion, etc. However, with such topics, there are many 
drivers of these consumer attitudes and behaviours. While there has been work 
completed with respect to polarising topics, this research is a first step in better 
understanding consumer segments, predictors of attitudes and other outcome variables 
towards a given issue, and thereby understanding the barriers and facilitators to 
adoption. While the findings will be specific to MMA, and possibly generalisable to 
other sports, there may also be the opportunity to apply the findings to other polarising 
community issues.   
Contributions to literature regarding traditional adoption models are presented. 
Established adoption models such as the AIDA Model (Barry, 1987), Hierarchy of 
Effects Model (Barry, 1987), and fandom models such as the Psychological Continuum 
Model (Funk & James, 2001) all maintain a one-sided scale, beginning with some level 
of awareness or knowledge and progressing towards either adoption or enhanced 
behaviours/attitudes. This research posits a new conceptual model that accommodates 
for divergent attitudes / negative responses to an offering, issue, or in this case, sport. 
Overall, little past research has featured which examines negative disposed segments 
or the drivers of attitudes, with Sheldon (1911) being one of the few researchers to even 
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identify and discuss that consumers may have a negative repose to a product. Therefore, 
the process used in this research, and outcome frameworks could be fundamental in 
allowing the identified segments to be mapped in terms of their negative-to-positive 
attitudes and behaviours towards MMA in Australia and could be generalisable to other 
contentious sporting issue in which consumers hold polarised views.  
 
1.5  DISSERTATION STRUCTURE OVERVIEW 
 
  Chapter 1 provided the introduction and an overview of the dissertation 
background, questions and justifications. The reasons for undertaking the dissertation 
are established and the approach to be undertaken is presented. From here, a critical 
analysis of literature is provided in Chapter 2. This identifies topics including: - Martial Arts - MMA - The UFC - Economic, Social, Health and Media impacts of these sports / providers - Consumer Behaviour (including) - Market Segmentation - Adoption Models - Adoption in Sport - Attitudes and - Attitude Outcomes 
 
  It is the purpose of Chapter 2 to familiarise the reader with similar research in 
these areas, identify gaps, and set up the research to address these gaps.  
Chapter 3 provides a comprehensive overview of the methodology used for the 
research. This includes media framing analysis, the scale development and survey 
process, and the full survey development and application.  
Chapter 4 provides the results from the media framing analysis and presents the 
themes that emerged from the newspaper articles analysed. These themes introduce a 
media frame and supported the development of a conceptual model. This stage 
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contributes to the Scale Development process, allowing for the in-depth development 
of key themes and attitudes. Chapter 5 provides results from the scale development and 
pilot survey (Stage 2) providing an exploratory factor analysis to test item loading, the 
robustness of the scale and confirming these factors to establish the model for analysis.  
Chapter 6 presents results from Stage 3, introducing Confirmatory Factor 
Analysis, Structural Equation Modelling and Linear Regression techniques to illustrate 
factors that predict consumer behaviours, attitudes, involvement and disposition 
towards the sport.  Finally, a clustering technique is applied using the key MMA 
attitudes as inputs to develop four segments, which are profiled and aligned with the 
original conceptual model for the research.  
Discussion and conclusions made are provided in Chapter 7. The 
characterisation of the sample, predictors of consumer attitude, behaviours, disposition 
and involvement with the sport are discussed and the implications of this addressed. 
The sample is presented as generalisable segments and differences across these are 
discussed and strategy for them considered. The conceptual model put forward is 
revisited and discussed at more length in terms of its applications and generalizability. 
Implications for management, research limitations and significance are then addressed 
in Chapter 8.  
 
1.6 LIMITATIONS OF SCOPE AND KEY ASSUMPTIONS 
 
 The research was purposefully designed to ‘fit’ within the bounds of a PhD 
dissertation. As such, using only one sport as a case study (MMA), one country for the 
initial framing analysis (Australia), and one state for survey implementation (Victoria), 
presented results which faced financial and time bound restrictions. As such, 
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considerations must be made in considering generalising this research to other states, 
regions or countries. 
 The conceptual model determined from the identification of key consumer 
segments is somewhat generalisable to other sports or other contentious issues across 
the community. However, this research, and the specific questions asked, were limited 
purely to focussing on Mixed Martial Arts. As such, the research would need to be 
altered to be truly representative of a wider population or of other sports, athletes, teams 
or social / community issues.  
 The environmental factors such as Victoria’s once existent (and Western 
Australia’s current) unique ban on the sport, the media presence in projecting anti-
violence campaigns and Melbourne widely being considered the sporting capital of the 
world also limit the research. The impact of Victoria hosting UFC 193 in 2015 during 
the period this dissertation was completed, could also impact on the response that 
people might have towards the sport. These environmental factors are unique to 
Australia and Victoria (relative to the study) and must be considered should one 
consider generalising or replicating this research into other industries, or geographic 
areas.   
 
1.7 CONCLUSION 
 
 Chapter 1 provided an outline of the dissertation. Following an introduction to 
the chapter, a background and context to the research was demonstrated to explain the 
background of MMA and the Australian context. Two research questions were 
presented, and objectives of the research were stated. A summary of the methodology 
and the significance of the research is briefly addressed. The structure of the dissertation 
is outlined and finally delimitations of the research in terms of time, funding, scope and 
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key assumptions that were undertaken in conducting this research are outlined. This 
dissertation now turns to a critical analysis of literature in Chapter 2.  
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CHAPTER 2 
CRITICAL ANALYSIS OF LITERATURE 
 
 
2.1 INTRODUCTION 
 
Chapter Two presents existing issues and theories relevant to this dissertation. It 
commences with an introduction of Mixed Martial Arts (MMA), covering its history 
and background, growth and subsequent commercialisation in the sport landscape. A 
major part of this is the discussion of the inception, growth and development of the 
UFC, the major MMA provider globally. The sections incorporate background 
information about the regulatory, political and social impacts of the sport and 
commentary on the associated violence, health impacts and economic benefits. 
Following this context, the key theme underpinning the research process and concepts 
are summarised. Firstly, a background into media content analysis and media framing 
is provided, discussing theory and strategy for conducting media framing studies, as 
well as studies that have been completed with respect to sport, or specifically MMA.  
Consumer behaviour is then introduced through commentary relating to market 
segmentation, product adoption (goods/services/experiences), diffusion, dissemination 
and measureable outcomes of consumer behaviour in sport. These topics are introduced 
and their importance in providing background for the research noted. Research 
regarding market segmentation strategy, and the importance of the identification and 
characterisation of consumer profiles and how consumers adopt or fail to adopt 
products is discussed. Consumer polarisation is introduced to explain how consumers 
may wish to either adopt or avoid an offer.  
Adoption research is then addressed specifically with respect to sport. The 
differences with adoption of a sport, as opposed to a good, service or experience is 
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highlighted. Major studies this research draws from are presented and discussed. Some 
of these contain significant or seminal conceptual models, and the importance of these 
is discussed. Commentary on attitude research follows, indicating that adoption should 
not necessarily be assumed when discussing a contentious sport product, and as a result, 
motivation for consumption is addressed. Studies that review the unusual way 
consumers may seek to adopt or reject an offering and the role attitudes play in the 
makeup of a consumer are reviewed. The chapter concludes with the research aim, and 
questions being revisited alongside a conceptual model which highlights the variant 
groups of consumers proposed to exist within the sphere of MMA consumption. This 
framework provides a setting for exploration of consumers and attitudes, providing a 
justification for the method which is presented in Chapter 3.  
 
 
2.2. MMA AND THE UFC  
2.2.1 MMA 
 
This section provides an introduction to Mixed Martial Arts, its background and 
growth and development. Mixed Martial Arts (MMA) represents a combination of 
combat sports. Blue (2013) identifies instances throughout history which imitate MMA, 
such as Pankration practiced by the Greek Military in 600 BC and individual martial 
arts such as Karate and Jiu-jitsu in Japan and Europe, showing their gradual 
development, growth and combination as fighting techniques. In MMA, athletes 
compete to defeat their opponents through several means, which may include by 
knockout, submission, or decision (UFC, 2017). MMA competitions feature in a ring 
or fenced/caged arena, usually referred to as a ‘cage’ or ‘Octagon’. This provides 
athletes opportunities to develop and showcase a more complete approach to fighting 
that incorporate both striking and grappling elements. Holding events in an Octagon as 
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per the UFC guidelines allows for tackling, ‘throws’ and other full body wrestling to 
take place, without the risk of athletes falling, being pushed, or thrown outside of the 
safety of the arena. The Ultimate Fighting Championship (UFC), is recognised as the 
largest organisation responsible for the management of the sport (Miller, 2008).  
 
2.2.2 The UFC 
 
The Ultimate Fighting Championship (UFC) is estimated to control 90% of the 
MMA industry (Miller, 2008). Due to a perception of violence, or a lack of rules 
associated with the sport, MMA was initially rejected by many communities, limiting 
its growth over the first decade. In its earlier years, MMA and UFC events were banned 
in 40 American States (Sanchez & Malcolm, 2010). This was largely influenced by 
comments made at the time by Senator John McCain comparing the UFC to ‘human 
cockfighting’ and writing to all the heads of state encouraging them to ban the practice 
- advice which many acted upon.  
The initiative to ban UFC, which limited growth in early years, has been shown 
to be a key stage of its development. Senator John McCain was quoted many years later 
as saying: “They have cleaned up the sport to the point that, at least in my view, where 
it is not human cockfighting anymore. I think they’ve made significant progress. They 
haven’t made me a fan, but they have made progress” (Smith, 2008). Interestingly, 
Frank Fertitta (one of the owners of the UFC), was quoted as stating: “I have to give 
him (McCain) credit. Without him doing that he did back in the ‘90s to force regulation, 
this sport would be dead. It wouldn’t exist. Honestly, for all the negatives he caused, 
he allowed the sport to foster and grow” (Fox Sports, 2014).  
The UFC was purchased by Dana White and Lorenzo and Frank Fertitta for 
$USD2 million, in 2001 (Joye, 2017). The new owners undertook attempts to 
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regenerate and legitimise the business, introducing key rules and regulations to increase 
safety, such as weight classes and mandatory use of fingerless gloves. Bouts were 
overseen by the Nevada State Athletic Commission to enhance legitimacy, and efforts 
were made to ensure that the sport became safer to practice. However, despite strong 
investment in the UFC, the sport was struggling to grow, and its owners considered 
closing the business.  
In 2005, the UFC developed a highly successful reality TV series based on the 
UFC brand. In this series, the athletes lived in a house together, trained together, and 
competed against one another, until there was only one athlete left in each division. 
These athletes then received a contract to fight in the UFC. As a result, brand 
recognition, an emergent fan base and profits grew exponentially, with the company 
generating $USD250 million in revenue by the year 2007 (Miller, 2013).  
Within the United States, UFC programming was soon one of the most popular 
pay-per-view-programs, with migration onto the mainstream network, Fox Sports. The 
first UFC contest held outside the United States, in Japan, had the highest audience 
ratings ever recorded for a martial arts tournament (van Bottenburg & Helibron, 2006).  
During this period, the UFC acquired MMA competitors, World Extreme Cage 
Fighting (WEC), PRIDE, and World Fighting Alliance (WFA). This move saw the best 
fighters in the world move to the dominant MMA provider, the UFC. In March of 2011, 
the UFC acquired the second largest MMA brand in the world at the time, Strikeforce, 
furthering its dominant position. UFC President Dana White expressed his desire to see 
the UFC become one of the biggest sporting companies in the world, saying he saw it 
one day being on par with the National Football League (NFL) (Keefer, 2011).  
In August 2011, the UFC announced a landmark $700 million deal to air at 
prime time on network television via Fox. The goal was to turn fringe fans into 
  22 
‘casuals’, and casuals into ‘hardcores’ (O’Brien, 2013). The deal with Fox was to air 
four events a year on (free-to-air) broadcast TV, as well as six events and The Ultimate 
Fighter reality show on the channel FX (Chiappetta, 2011). This deal was significant, 
as it positioned the company against the major sports organisations in America such as 
Major League Baseball (MLB) and the NFL.  
The UFC is now promoted as the fastest growing sporting organisation in the 
world with annual revenue exceeding $600 million, featuring events in numerous 
countries including the US, Australia, China, Japan and the UK, and can be viewed in 
175 countries (O’Brien, 2013). The UFC is worth over $USD4 billion, being sold in 
July of 2016 to various investment groups, making it the most expensive transaction 
for an organisation in sport history (Rovell & Okamoto, 2016).  
Despite the increasing support and popularity of MMA, and subsequently regular 
UFC sanctioned events, van Bottenburg and Helibron (2006) and Sanchez and Malcolm 
(2010) note that within literature “there has been a surprising lack of interest in the 
emergence of the combat activities we might broadly term mixed martial arts (MMA)” 
(Sanchez & Malcolm, 2010, p. 39). While there have been previous references to the 
relationship between sport and violence by sport sociologists, attention on no-holds-
barred or MMA contests has tended to receive minimal coverage (Spencer 2009; van 
Bottenburg & Helibron, 2006). Research that does exist has tended to focus on fan 
consumption (Brown, Devlin & Billings, 2013; Frederick, Clavio, Burch & 
Zimmerman, 2012; Tainsky, Salaga & Santos, 2012), or physical aspects of 
competition, pain, masculinity and the body (Channon & Jennings, 2013; Downey, 
2007; Spencer, 2012). Many of these latter studies have involved an ethnographic 
approach of “getting into the ring” (Abramson & Modzelewski, 2011, p. 147), 
presenting the researchers’ perspectives coupled with those of other fighters involved 
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in the sport (Abramson & Modzelewski, 2011; Green, 2011; Spencer, 2009; 2012; 
2014a). Other research contexts have delved into the evolution of fighting techniques 
(Downey, 2007), the preparation undertaken by fighters (Spencer, 2014b), and the 
hegemonisation or marginalisation of masculinity associated with MMA fighters 
(Hirose & Pih, 2010).  
This emphasis on MMA and UFC focusing on pain and violence within the 
scholarly literature, has been coupled in a similar way within the mainstream media, 
linking MMA contests to street violence and anti-social behaviour (Walshaw, 2015). 
Despite this negative emphasis, the sport has continued to develop, growing to 
reportedly encompass over 65 million people globally (Blue, 2013). While the strongest 
attention has come from within the United States (US) and Japanese markets, the 
purchase of PRIDE by UFC promoters in 2007 facilitated the consolidation of MMA 
as a global sport (Sanchez & Malcolm, 2010). This enabled further growth and 
professionalisation of the sport.  
With respect to the Australian context, the sport faces a particularly unique setting 
regarding a highly-regulated environment, coupled with an anti-violence culture being 
expressed from within the community. Several fatal assaults that have occurred in the 
community or public space in recent years, have been paired in the media around a 
debate of Australian states legalising MMA events (Walshaw, 2015). This suggests 
that, despite its growth and increased consumer acceptance, the sport is associated with 
contentious issues regarding its legality and public acceptance. Though it can be easily 
argued that a community would not normally support an anti-violence culture, the 
attention MMA has received in recent years has seen media reporting increase within 
Australia. To address the narrative and build an understanding of core media messages 
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in this unique context, the media reporting on MMA presented by the two major 
national newspapers forms the basis for the initial focus of this research. 
One example that highlights how the legislation impacts the sport is two 
Australian states legislated not to ban the sport, but to restrict MMA events from taking 
place in the ‘octagon’ or ‘cage’ (representing a ban on the presentation of the sport in 
its current format and not a ban on the sport itself).  This ban still stands in Western 
Australia, though it was lifted in Victoria in March 2015. As distinct from banning 
MMA events outright, as has occurred elsewhere such as the national ban which exists 
in France (Bissell, 2016), banning events in the ‘octagon’ presents a very different 
approach to that taken in other locations around the world. A change of state 
Government in Victoria in 2014, resulting in removal of the ban on the ‘cage’, 
generated great interest for the “UFC super-event at Etihad Stadium in November 
2015” (Ireland & Scott, 2015). Ireland and Scott (2015) questioned the precise moment 
when a sport transitions “from niche interest to a mainstream entertainment spectacle”, 
stating that lifting the ‘cage-ban’ could lead to increasing interest in MMA, the 
improvement of Australian fighters, and enhanced sponsorship and media interest in 
the Australian market. This desire to enter the Australian market is coupled against a 
negative perception of the sport in many sectors of the media and broader community.  
In sum, MMA has undergone tremendous growth in the past 20 years (Miller, 
2013; O’Brien, 2013). Much of the discussion has portrayed a violent, poorly supported 
sport outside of its hardcore group of supporters. There are current and ongoing bans 
in many states and countries, and MMA remains a sport still seemingly struggling with 
positive brand image identification, despite development of a significant fan base. 
While the sport has risen to success facilitated through the introduction of rules, new 
ownership and acquisitions, and the introduction of the Ultimate Fighter reality TV 
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series, it is still evolving with respect to its capacity to generate media interest in 
emerging markets. Even where that interest is expanding, there are many cases where 
the reporting is predominantly negative in its context. This suggests a polarised point 
of view that exists within various communities. Given this context, a brief reflection on 
the UFC through examining history of martial arts, the regulatory controls, the link to 
violence, the economic impact effects, media impact and medical impacts, follows.  
 
2.2.3 Martial Arts 
 
Despite MMA’s recent inception, martial arts are far from a new concept. 
Acevedo and Cheung (2010) presented a history of combat sports, detailing the regions 
and styles associated with the evolution of each sport type and the reasons behind their 
use. They presented several types of martial arts and how their adoption and 
combination has contributed towards what is now known as mixed martial arts. An 
emphasis in martial arts studies applies the sports to the way athletes undertake training 
and living (and ‘practicing’) MMA and indeed, what ‘practice’ itself is. These, and 
other sociological and physiological studies (Abramson & Modzelewski, 2011; Green, 
2011; Hirose & Pih, 2010; Spencer, 2009; 2012; 2014a) can aid in developing an 
understanding of the evolution of MMA. However, they do not extend into the media 
portrayal of MMA, or aspects of consumption or identification with fans of the sport. 
This includes issues such as regulatory and political issues surrounding the sport, 
violence and economic impacts on the state.  
 
2.2.4 Regulatory and Political Controls 
 
MMA and UFC have had a chequered response in terms of its acceptance 
worldwide. There have been bans imposed by local, state and federal governments in 
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many cities and countries. This includes examples such as the Victorian and Western 
Australian bans on the cage/octagon/fenced arena, and the nationwide ban in France 
(Bissell, 2016). Research into regulatory behaviour associated with the sport has been 
undertaken by academics such as Berger (2013), who identified that despite several 
US states repealing their ban on the UFC/MMA, New York City kept a ban in place. 
(This ban has since been repealed in March on 2016 (Fox Sports, 2016)). Details of 
the First Amendment and whether fighting is a form of free speech (and whether the 
ban then subsequently infringes this Constitutional right) was discussed by Berger 
(2013). All of this points to a high level of regulations and control by government into 
the acceptance or distribution of the sport across various communities. 
 
2.2.5 Link to Violence 
Almost inherently with violent sports comes attention from medical industries. 
The injuries athletes suffer in sports such as boxing (Bledsoe, Li & Levy, 2005; Porter 
and O’Brien, 1996; Ross, Casson, Siegel & Cole, 1987), kickboxing (Gartland, Malik, 
Lovell, 2005; Tanriverdi et al., 2007; Zazryn, Finch & McCrory, 2002) and other 
martial arts (Birrer & Halbrook, 1988; Pieter, 2005; Zetaruk, Violan, Zurakowski & 
Micheli, 2004) has been researched for several decades. The American Medical 
Association (AMA) has long since stood firmly against boxing (Lundberg, 1986), and 
has made recommendations to avoid the sport or have it disallowed. This call for a ban 
has naturally spread to include many other combat sports, including martial arts and 
upon its emergence, MMA. The same can be said for the Australian Medical 
Association (AMA), speaking out frequently against issues such as the rules in combat 
sports, their legality in the country or a given state, what allowing violence and 
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aggression says about a civilised country, and the potential health risks to athletes 
(AMA, 2013; Australian Medical Association, 2017; Marshall, 2015). 
Media attention within Australia has also linked MMA to street violence, 
whether attempting to separate it from the issue, or draw correlations between the two. 
For example, the Herald Sun (2015) stated “regulated combat in a ring is entirely 
different from random violence on the streets or in people’s homes”. The media 
portrayal of MMA as a violent sport brings some very negative connotations associated 
with the sport. O’Brien (2016) stated “What’s the point of trying to lower rates of 
domestic violence or teach teens that one-punch kills when this (MMA) is served up to 
us (as) entertainment?”. Despite negative or positive context, merely relating MMA or 
the UFC to street violence or violence outside the sport in any context, puts it alongside 
violence in reader’s minds.  
2.2.6 Economic Impacts 
 
 Once the ban on the octagon was lifted in Victoria, Australia, the UFC held its 
first event in November of 2015, being represented as UFC 193. More than 56,000 
spectators attended, with a “gross gate of $9.65 million, breaking both attendance and 
revenue records, together with an economic impact of $102 million” (Sports Business 
Insider, 2016). This raises a clear argument for the acceptance of the sport with respect 
to the economic benefit holding events can have on the surrounding businesses and the 
state itself. This raised some questions by the media such as “is our morality for sale” 
and “what does this say about our society?” (Rothfield, 2013), trumpeting the argument 
that the state might sell good values for economic benefit. While the economic benefit 
is without question in terms of dollar value, the social benefits of hosting such an event 
were still somewhat questioned.  
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2.2.7 Social Impacts 
 
 MMA is often related to negative social issues. These may consist of issues such 
as domestic violence or ‘one punch’ kills (O’Brien, 2016), ‘underground fighting rings’ 
(replicating MMA sanctioned events illegally) (Buttler, 2013) and violence occurring 
or being imitated on the street (Brown, 2010). MMA and the UFC by extension (as the 
major provider) are illustrated here as being drawn into several undesirable associations 
with negative societal issues. Overall, this seems to be because of the sports violent 
nature. By way of rationale the (now ex) Sport and Recreation Minister of Victoria 
previously stated: “I believe the spectacle of two competitors in a cage combat-style 
competition does not meet the community’s standards of what it acceptable for 
professional combat sports in Victoria” (AAP, 2007). There is conflict of opinion at a 
political, national, state and individual level, with respect to legalisation of a 
caged/octagon area, cultural and societal influences of hosting events and claims of 
links to detrimental effects such as street violence. 
 
2.2.8 Health Impacts 
 
 With respect to various martial arts, there is an enormous body of research 
reflecting issues such as injuries and health / training effects, and ethnographic 
reflections, often associated with masculinity. Specifically with respect to injury or risk 
thereof, literature in this area discusses: injury risk in boxing (Bledsoe, Hsu, Grabowski, 
Brill & Li, 2006; Bledsoe, Li & Levy, 2005; Porter & O’Brian, 1996; Zazryn, Finch & 
McCrory, 2002), analysis of injuries or risk of injuries in MMA (Buse, 2006; 
Hutchison, Lawrence, Cusimano & Schweizer, 2014; Kochhar, Back, Mann & Skinner, 
2005; Lystad, Gregory & Wilson, 2014; Ngai, Levy & Hsu, 2008; Seidenberg, 2011), 
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risk assessment in boxing and MMA (study comparing or combining the injury records 
or riks of these two sports) (Bartsch, Benzel, Miele, Morr & Prakash, 2012; Shin et al., 
2014), risk of injury in Muay Thai kickboxing/ or kickboxing (Gartland, Malik & 
Lovell, 2005; Tanriverdi et al., 2007), risk of injuries in martial arts or comparison 
between martial arts injuries (Birrer & Halbrook, 1988; Pieter, 2005; Zetaruk, Violan, 
Zurakowski & Micheli, 2004). 
Many of these articles refer to an athlete’s health in general, the sport being 
dangerous to participants or, more commonly, the impact martial arts or MMA has on 
a given body part. This was most commonly regarding cerebral impact of participation 
in martial arts or MMA. Though this research is extensive, due to this issue on the 
health impacts being somewhat removed from this dissertation, the review of this 
research is very general and limited to only this section of the literature review.   
The extent of the research into the health impact of MMA indicates that MMA 
is a developing and rapidly growing sport and one in which researchers into health and 
wellbeing are turning attention towards.  
 
2.2.9 Media Impacts 
 
The introduction of MMA and the UFC, its subsequent growth and 
development, commercialisation and global impact has drawn significant attention 
from the media. Santos, Tainsky, Schmidt and Shim (2013) conducted a study looking 
to analyse the public discourse surrounding MMA and the UFC, providing a summary 
of the need for greater coverage of the links between media and the sport. As stated in 
Santos et al. (2013, p.66): 
While the emergence of MMA and the UFC organisation has been 
well documented and their character and influence debated 
considerably, the scholarly attention to the sport remains limited and 
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largely focused on surveying fan motivation, demand estimation, 
policy, and institutional change (Andrew, Kim, O'Neil, Greenwall, & 
James, 2009; Berg & Chalip, 2010; Helms & Patterson, 2011; Lim et 
al., 2010; Weisman, 2011). While such focus has certainly 
contributed to furthering our understanding of the contemporary 
dynamics associated with MMA, missing from our literature is an 
interrogation of news-media coverage of the sport. Such interrogation 
is essential, given, as some suggest, "the marriage between sports and 
the media has transformed sports" (Washington & Karen, 2010, p. 
47). 
 
 Santos et al. (2013) identified two dominant frames existing in the media 
analysis from two major US newspapers, ‘USA Today’ and ‘The New York Times’. 
These frames were referred to as; leveraging of socio-political capital to protect societal 
values and, leveraging of socio-political capital to advocate for legislation. They were 
summarised more briefly as ‘social values’ and ‘legislation’. Focusing on MMA from 
an Australian perspective is undertaken within this dissertation with the initial analysis 
undertaking a similar framing strategy to that of Santos et al. (2013).  
Other media related studies have explored the implications of sports 
communication theory alongside fan identification.  Brown, Devlin and Billings (2013) 
identified significant differences in fans identifying with the sport or individual athletes. 
This suggested that fans who identify highly with the UFC, would then consume UFC 
related media more heavily, and if so, then the inverse must also be true. For consumers 
who identify heavily with a sport, their media consumption has implications on their 
perception of the sport. Different media’s messages regarding a sport may be influenced 
by several extraneous factors. For example, and noting the following is not exhaustive, 
this could include who owns a news company/website/television station or whether the 
sport is legal in each region or whether current related events might impact on the 
media’s message.  
 Print media have been described as holding more power or influence than many 
other mediums. Newspapers are often distributed on a national scale, and the 
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information therein consumed by significant portions of the population. Media content 
analysis dictates a large body of research itself, and understanding what main media is 
saying about a given topic and the effect this will have on the public is important. Media 
framing (the way the media chooses to portray or ‘frame’ a given issue) can be looked 
at as a kind of media content analysis, and as a result a good way to investigate how 
media may express public opinion.  
 Scholarly attention has been drawn from many industries, including, 
management, marketing, sport, medical, and others. While some of these were not 
within the scope of the research, it is apparent that the emergence of MMA and its 
commercialization has dramatically affected the sporting landscape. 
 
2.3 MEDIA ANALYSIS 
 
Media framing refers to the way the media portrays a given issue to the public. 
It can be influence by several internal and external issues however it is of significance 
to this research through presenting the way the media frames an issue, which can greatly 
impact the public’s perception of said issue. Tuchman (1978), cited in Eagleman (2011, 
p. 157) stated “frames used by journalists help to construct reality for the public”. There 
has been limited work on the development of the UFC and the media’s portrayal of the 
UFC. Masucci and Butryn (2013) highlighted this gap stating: 
Beyond the lack of scholarship exploring the problematic 
implications of MMA’s violent reputation, and notwithstanding 
the growing body of literature focusing on MMA participant 
injury (Bledso, et. al., 2006; Buse, 2006; Downey, 2007) and fan 
consumption trends (Cheever, 2009; Lim, Martin & Kwak, 2010), 
there has been little critical work focusing on media 
representations of MMA and the UFC (p. 20).  
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Masucci and Butryn (2013) conducted a framing analysis of newspaper articles in 
the US, paying critical attention to the way the media has altered their framing of the 
UFC over its history and growth. This research established the “ability of mainstream 
print media to effectively contour the popular discourse of this sporting practice, often 
playing a key role in the public’s appraisal of the UFC during various points in the brief 
history” (Masucci & Butryn, 2013, p. 19). Key findings also showed local newspaper 
support for a local athlete, which has the effect of improving public perceptions for the 
sport in those local areas, despite the overarching view of the sport being violent. 
 Masucci and Butryn (2013) support the social impact of the print media 
suggesting that, “the mass print media serves as a powerful socializing force that can 
successfully frame how the public perceives and interprets sport, be it an individual 
athlete, a sporting event, or an entire sports institution” (p. 25). While the UFC has 
undergone tremendous growth in the past 20 years (Miller, 2013; O’Brian, 2013), and 
while this growth has developed the sport, much of the discussion has depicted a 
negative stance. The sport has sought to overcome much of the negative thinking 
however, and its rise to success has been facilitated through the introduction of more 
(safer) rules, new owners, and the introduction of the Ultimate Fighter reality TV series 
seeking to capture an interested audience.  
 
2.3.1 Media Framing and Content Analysis 
 
Media content analysis has been defined by various researchers. Media content 
analysis can be defined as “a research technique for the objective, systematic and 
quantitative description of the manifest content of communication” (Berelson, 1952, p. 
220). A description of why media content analysis is important was by Macnamara 
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(2005, p. 1) who describes the mainstream medias (such as television and print) 
tremendous influence in the following terms: 
Main media are believed to cause violence, sexual promiscuity and contribute 
to discrimination against women. Media advertising is used to sell products 
and services. News in leading media has been shown to significantly affect 
stock prices; lead to corporate collapses; cause falls in sales of products; result 
in the resignation of senior office-holders – even bring down Presidents. 
 
 
These descriptions highlight the impact of the media on consumers, while also 
indicating the influential nature that the media has. One way to identify and analyse 
media content is to examine the impact it has through media framing. Extensive 
research has been conducted using media framing, of which some examples follow. 
Eagleman (2011) conducted a qualitative analysis to determine “the manner and 
extent to which such stereotypes (of baseball players) exist in the media today” (p. 156). 
In this case, a framing analysis was conducted, where it was stated that “this method 
emphasizes the attainment of meanings, emphasis and themes contained within 
messages to understand the organisation and process of how much messages are 
portrayed” (Eagleman, 2011, p. 159). In exploring how the media portrays gender and 
sexually suggestive imagery in sports blogs, Clavio and Eagleman (2011) conducted 
image-based content analysis. In this study, the media framing analysis was conducted 
where images were coded regarding blog origin, location of image, type of image, 
gender of primary subjects, sexual suggestiveness of image and the sport type the blog 
focused on, again providing a measurement system for justification of findings 
(comparative to simply ‘drawing out’ themes by reading them).  
With respect to newspaper framing, few topics are covered as comprehensively 
as American politics, given the way the media portray different politicians or issues can 
have significant effects on voting. Brewer and Sigelman (2002) investigated the ‘game 
frame’ using in part, a content analysis of quotations from the experts in question, these 
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being political scientists. In profiling the frames existing in stories about campaigns, 
the researchers undertook a three-stage content analysis, involving searching for the 
articles, drawing out and categorization of every quote by a political scientist referring 
to the topic of interest, to determine prevalent themes.  
Using politics as a basis for research, Scheufele (1999, p. 103) approached 
framing as a building block to “systematize the fragmented approaches to framing in 
political communication and integrate them into a comprehensive model”. Scheufele 
(1999) identified the confusion in using a framing technique and put forward a 
conceptual structured process, paying attention to the frame building process, not 
simply the inputs and outputs.  
The use of established elements of framing such as dependant and independent 
variables, were also identified by De Vreese (2005) who identified that the 
consequences of the framing process can be realised at an individual level, and/or at a 
societal level. At the individual level, effects of the framing process may result in 
“altered attitudes about an issue based on exposure to certain frames” (De Vreese, p. 
52). Through presentation of specific frames detailing elements of the UFC such as its 
growth and safety, this alteration may come in the form of a changed perception of the 
sport. The same may be true should the media negatively frame the UFC or MMA, 
causing poor perceptions of the sport. At a societal level, “frames may contribute to 
shaping societal level progresses such as political socialization, decision making and 
collective actions” (De Vreese, p. 52). This represents circumstances in which decision-
making and collective actions may have contributed to the public pressure to overturn 
the ban on the use of the cage or octagon in Victoria. The same may be true for the 
increased adoption of the sport in terms of consumption and participation by these states 
and the people within them.  
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In a similar study, Naraine and Dixon (2014) conducted a framing analysis of 
discourse regarding mixed martial arts in Ontario, Canada. This was to uncover a reason 
for a significant shift in government policy from seeing MMA as unimportant, to 
sanctioning events. Naraine and Dixon’s assessment of the newspaper articles found 
two frames to be evident: a legal/ethical frame, and an economic frame. In terms of the 
legal/ethical side of the analysed articles, quotes regarded MMA as “a ‘barbaric’ 
activity that promoted excessive violence and posed a serious concern for athlete 
safety” (Naraine & Dixon, 2014 p. 194). It is, however, noted by the authors that this 
view of MMA was largely quoted towards the start of the period researched. The second 
frame, regarding economic arguments for the legalization of MMA spectacles in 
Ontario, predominantly referenced the amount of money that was shown as being 
achievable from a sell-out event in Ontario. Building on this, it was shown that while 
the emphasis of articles early in the debate largely referenced societal well-being and 
violence of the sport, towards the middle and end of the debate, the focus shifted to the 
economic benefits the UFC could bring to Ontario. Naraine and Dixon (2014) stated 
“the results indicate that a shift in media framing is likely to occur if said shift is likely 
to produce greater salience to the story. In this case, reports that highlighted economic 
benefits seemingly generated more salience than the legal/ethical arguments as judged 
by the flurry of reporting produced in early May 2010 onwards” (p. 196).  
 
2.4 CONSUMER BEHAVIOUR  
  
 Consumer behaviour is defined as “the behaviour that consumers display in 
searching for, purchasing, using, evaluating and disposing of the products and services 
that they expect will satisfy their needs” (Schiffman, O’Cass, Paladino & Carlson, 
2014, p. 4). 
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 Consumer behaviour encompasses a multitude of aspects, all of which cannot 
be given justice in a single dissertation. The initial emphasis will be market 
segmentation, as this paper seeks to explain groups within the population with respect 
to their behaviour, attitudes and involvement with, and disposition towards MMA. 
Attention then turns to consumer profiling, product adoption and attitude models and 
finally, diffusions of opinions/attitudes in terms of functional and dysfunctional 
consumers. The focus on these aspects of consumer behaviour are undertaken to 
provide background to describing the population with respect to MMA in Victoria; how 
consumers may adopt or reject an MMA offering; and, how information, opinions, 
attitudes and behaviours are disseminated throughout consumer segments.  
 
 
2.4.1 Segmentation 
 
 Market segmentation is an integral part of marketing, as it enables one to 
categorise consumers based on a variety of criteria and thus, target them more 
effectively. Armstrong, Adam, Denize and Kotler (2015) define market segmentation 
as “dividing a market into smaller segments of buyers with distinct needs, 
characteristics or behaviours that might require separate marketing strategies or mixes” 
(p. 49). A key stage to this process is used to identify consumers best suited to an 
organisation’s offering, by way of identifying differences in a market based on 
demographic, behavioural, psychographic and geographic variables. Grover and 
Srinivasan (1987) refer to a market segment as “a group of consumers homogeneous in 
terms of the probabilities of choosing the different brands in a product class” (p. 139). 
Wind and Cardozo (1974) outlined the importance of market segmentation in an 
industrial setting, stating “knowledge of the size and heterogeneity of market segments 
may be essential to organising for effective industrial marketing” (p.153).  
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 Detailed segmentation is key to ensuring a company is targeting their offering 
to the correct consumer groups as these consumers are not simply more likely to 
purchase, but may be delighted (rather than satisfied) with the good or service. In this 
case, these customers may be more inclined to repeat purchase, resulting in loyal 
customers and the benefits that are associated with this. These may include word of 
mouth (WOM) or electronic word of mouth (EWOM) promotion of the organisation’s 
offering, increased loyalty or reduced instances of customers defecting, increased brand 
equity, knowledge and awareness and other desirable benefits. This is an important 
stage as “many markets are significantly, but not completely, heterogeneous regarding 
consumers’ needs, wants, use requirements, tastes and preferences and, therefore, can 
be divided into smaller, more meaningful, relatively homogeneous segments of 
consumers” (Hunt & Arnett, 2004, p. 8).  
 The actual way in which one may identify segments within a market can pose 
issues, given constantly changing environments, and differences from industry to 
industry. Beane and Ennis (1987) identify five bases for segmentation that are discussed 
thoroughly: geographic (segmentation with respect to a given region/ state/ country 
etc.), demographic (segmentation based on the ways in which people differ, such as 
sex, age and income), psychographic (segmentation in regard to lifestyle), and 
behavioural (segmentation based on variables such as purchase intention, user status, 
level of usage and so on), as well as several other criteria which may be used. Many 
ways to segment a market can exist, with Beane and Ennis (1987, p. 38) stating “they 
(segments) are not static, but are constantly changing as the markets themselves 
change… it is important to remain creative when conducting segmentation research. 
One must be willing to investigate any relationship which shows promise”.   
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 By better understanding the characteristics of one’s consumer base, a firm can 
better target advertising, develop new products, update existing ones and so forth – 
tailored for each different segment’s needs. As the market is not homogenous, this 
practice is important.  Sport, which presents different segments through various levels 
of fandom, athlete, team or specific sport types, enables multiple or identifiable 
segments to be specifically targeted. By understanding attitudes to MMA and their role 
in explaining MMA consumption, one of the outcomes of this dissertation is to identify 
segments based on the attitudes, opinions and behaviours of people towards MMA in 
Victoria, and to determine their corresponding characteristics. Through this, not only 
can neutral consumers be encouraged to develop into fans and fans into potentially 
committed supporters, but those opposed to the sport can be encouraged towards 
embracing its legitimacy and their potential opposition to the sport or dysfunctional 
behaviours can be nullified. The segmentation process relevant to this dissertation and 
research processes will be examined through addressing associated adoption and 
diffusion approaches. 
 
 
2.4.2 Traditional Approaches to Adoption and Diffusion of Innovation Research  
 
 Adoption and consumption of a sport product has been researched with respect 
to various national and international sports, along with fan consumption of sports (Funk 
& James, 2001, Schreier, Oberhauser & Prugl, 2007). However, less scholarly attention 
has been paid to the motivations and reasoning for choosing to consume an MMA sport 
product. As such, product / service / experience adoption is first addressed to help 
explore research into the reasoning for, and steps to, adopt an offering.  
 
 There are several established adoption models in the literature. Belch and Belch 
(2003) present several models alongside the Tri Component Model of Attitudes to 
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demonstrate the similarities and effects these processes may have with, and on, each 
other. As shown below regarding the Tri-component model, as consumers pass through 
the cognitive, affective and behavioural stages, links can be made to adopting products 
/ services / experiences. The affective stage of this process is significant as rather than 
adoption, consumers may dislike, and reject an offering, instead leading to avoidance. 
A brief explanation of each model is presented followed by the construction of a 
conceptual model.  
 
Figure 2.1 - Model of Response Process 
 
Stages 
AIDA 
Model 
Hierarchy of 
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Innovation 
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Information 
Processing 
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      Comprehension 
Affective 
Stage 
Interest Liking Interest Yielding 
Desire Preference Evaluation Retention 
  Conviction     
Behavioural 
Stage 
Action Purchase Trial Behaviour 
    Adoption   
Source: Adapted from Belch and Belch (2003, p. 147). 
 
 
2.4.2.1 AIDA Model 
 
 An early adoption model that was developed in 1898 (Strong, 1925, p. 26, as 
cited in Garber & Dotson, 2002) is known as the AIDA model. It is represented in 
Figure 2.2. St Elmo Lewis developed this model in 1898 (Strong, 1925a, as cited in 
Barry (1987), proposing a “hierarchical framework that theorized that people had to 
attract attention, maintain interest, and create desire to be successful” (Barry, 1987, 
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p.252). While different adoption models have since been developed, often adding stages 
to the somewhat brief 4 stage conceptual model, the AIDA model is still very useful 
today in investigating the stages a consumer or organisation may go through when 
choosing to purchase a product or service (though this model is primarily used with 
respect to advertising and selling).  
Garber and Dotson (2002) use the AIDA model to describe the stages a 
consumer may pass through when choosing to purchase a product. While this model 
has been altered, supported or questioned throughout the past 100 years, as 
demonstrated by Barry (1987), the basic stages of attention, interest, desire and action 
are still applicable to business-to-consumer advertising and selling today.  
 
Figure 2.2 - AIDA Model 
 
 
Source: Adapted from smartinsights.com (2013) 
 
2.4.2.2 Hierarchy of Effects Model 
 
Lavidge and Steiner developed the Hierarchy of Effects Model in 1961 (Barry, 
1987). Similarly, to the Innovation Adoption Model, this model also uses a stair-step 
approach. However, in this case, consumers pass through 6 stages when buying / 
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deciding to buy. These stages were identified as being Awareness, Knowledge, Liking, 
Preference, Conviction and Purchase. In line with other adoption models analysed, the 
model presents some form of informational stage and moves through to the final 
behavioural stage (purchase). This model however, seems to hold more stages linked 
to emotion (with respect to three of the middle stages being liking, preference and 
conviction).  
 
Figure 2.3 – Hierarchy of Effects Model 
 
 
Source: Adapted from Mathur (2015) 
 
 
2.4.2.3 Innovation adoption model  
 
Armstrong, Adam, Denize and Kotler (2012) outline the stages in the 
Innovation adoption process as being awareness, interest, evaluation, trial and adoption 
(Figure 2.4). By way of explanation, a consumer who passed through these stages 
would become aware of the sport, interested in it, evaluate it (in terms of other offerings, 
financial feasibility and so forth), try it (via attendance or watching live), and then adopt 
the sport (consume it regularly). Once again, this process outlines clear steps consumers 
may go through in moving from being aware of a given offering, to adopting it. It does 
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not accommodate for those who may choose to reject or even actively oppose an 
offering. 
 
Figure 2.4 - Innovation Adoption Model 
 
 
Source: Adapted from Mathur (2015) 
 
2.4.2.4 Information Processing Model 
 
The information processing model of advertising effects was developed by 
William McGuire in 1978 (Belch et al., 2014) and assumes that the person receiving 
the information in an advertising or persuasive communication situation is an 
information processor and/or problem solver. The receiver will undergo a series of steps 
to be persuaded, which constitutes a response hierarchy. These stages are represented 
by the presentation of the information, attention and comprehension of the material, 
yielding (or liking) followed by retention. Retention is somewhat unique to this model, 
whereby the receiver retains any information perceived to be valid or relevant, and then 
behaves (adopts). Relevance enables the receiver of the information to retain 
information that they can then use later in making a purchasing decision, as opposed to 
requiring instant or immediate motivation into action.   
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2.4.2.5. Summary of Adoption Models 
 
In sum, each of the four models discussed above display a similar process. Here, 
the consumer passes through a series of steps in a sequential order, moving from some 
level of awareness of a product or service, through to actual purchase. The basic 
assumption is that this process will occur over time, and that a behavioural response 
(adoption/purchasing) will take place. The models each indicate that a series of effects 
must occur whereby the consumer moves through each stage within the hierarchy 
before behaviour occurring.  All of the models outlined have similarities to each other, 
and provide an important background to fandom models explored later in this Chapter, 
and to the development of the proposed conceptual framework. 
While these adoption models provide a useful description of the process from 
thinking to action, they represent a very particular process towards some positive 
behaviour, which concludes with the purchase or trying of the product in question. 
These models tend to display only the positive impact in the process towards adoption. 
While this is an important story, it is posited there are products or circumstances that 
lead to people displaying negative views. Some of these issues or products can receive 
a very negative response from consumers, to the point whereby they choose not to not 
adopt /reject these products, or actually respond negatively to them. 
Critically, the development of frameworks for negative attitudes or 
consumption has not received a lot of interest or development from within the 
marketing adoption literature but is an important component of this research. As such, 
a gap is identified here in the development of frameworks that can be applied to 
polarising brands, products or most specifically sports. The concept of models for 
polarising products and services is briefly introduced and developed here. 
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2.4.3 Polarising adoption models    
 
In the early 2000’s, Volvo introduced a controversial marketing campaign that 
seemingly made fun of itself, to transform the concept of a ‘bloody Volvo driver’ in 
consumer’s minds. A paper by Svensson, Wood and Callaghan (2006) places the Tri-
Component Model of attitudes beside a basic adoption model (Hierarchy of Effects 
Model) to demonstrate the relationship between the two (Figure 2.3). This combined 
model demonstrates the relationship each stage in an adoption process can have with 
cognitive, affective and behavioural stages of this attitude model. Importantly, it sets 
up the ‘Masochistic Marketing Model’ that demonstrates attitudinal responses do not 
have to be positive or result in adoption or acceptance of the firms offering/advertising. 
In this case marketing communications can turn consumers away from the company.  
As shown in Figure 2.3, the awareness and knowledge stages of the Hierarchy 
of Effects Model correlate with the Cognitive stage of the Tri-Component Model, when 
it is displayed in a more linear fashion than the traditional circular model. These are 
shown to be the information processing stages. Next, the Hierarchy of Effect stages: 
Liking, Preference and Conviction, are shown as relating to the emotional or affective 
stages of the attitude model. In this section, the consumer determines their attraction to 
an offering and solidifies their opinion that it is the best option among competitors. 
Finally, the Purchasing stage of the Hierarchy of Effects Model is shown as being the 
Behavioural component of the attitude model. However, this is not necessarily always 
the case. After being confronted with information in the form of marketing 
communications, consumers may choose not to adopt a product. This would occur after 
information processing stages and once consumers had determined their emotions or 
opinions towards the offering.  
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 When considering the introduction of a sport such as MMA that may attract or 
deter consumers for a variety of reasons, this model is relevant in its identification of 
the potential for positive and negative ramifications of marketing communications. In 
Figure 2.5, it is shown there are 4 stages in this concept: information, support, 
fortification and outcome. The success of the advertising is “determined by the ability 
to convince current customers and others of the new image of the product…” (Svensson 
et al., 2006, p. 446). This can result in either a positive outcome where consumers are 
persuaded of the new meaning of a ‘bloody good Volvo driver’ or negatively, where 
consumers reinforce their old perceptions as just a ‘bloody Volvo driver’. This is 
something which could apply very well to the sport of MMA, which has been trying to 
shake the image of the ‘no-holds-barred’ bouts that were associated with its inception. 
The concept of MMA presenting as ‘a bloody good sport’ versus ‘a bloody sport’ rings 
very closely to the messages identified by Svensson et al. (2006).  
 The research by Svensson et al. (2006) analysed the response to a risky 
advertising campaign. This risky ‘masochistic marketing approach’ can be used as a 
context in which consumers may respond positively or negatively to an offering that 
can be perceived as contentious. The Australian media frames issues (inclusive of 
MMA) in several different manners and (somewhat because of this), there are several 
differing segments of consumers existing regarding their attitudes and behaviour 
towards this sport, or indeed many other issues which can divide public opinion.  
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Figure 2.5 - Masochistic Marketing Model 
 
 
 
Source: Adapted from Svensson, Wood and Callagahan (2006) 
 
 Earlier than the Svensson et al. (2006) work, Sheldon (1911) identified the 
possibility of a negative response to advertising or indeed a market offering. His 
sentiments are summarized in the following quote by Barry (1987): 
St Elmo Lewis’ AIDA model of adoption… was further developed by Sheldon (1911) 
… who added a fifth step in the hierarchy that he called permanent satisfaction… 
Sheldon was one of the few to ever discuss the negatives associated with the stair-step 
process; that is, one could have unfavourable attention, be indifferent, display disgust, 
be repulsed, and not buy (p.259). 
 
The work of Sheldon (1911) is the first instance of the recognition of a possible 
negative response to a product, service or experience. Importantly, Sheldon (1911) 
looked to account for each of the possible stages a consumer may pass through when 
adopting a product or service.  This process introduced by Sheldon (1911) determined 
the stages applicable within the AIDA model, but accounted for responses that could 
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be either positive or negative in moving through the stages of attention to action. The 
stages present in the model by Sheldon (1911) are illustrated in Figure 2.6.  
 
Figure 2.6 - Sheldon Positive and Negative Consumer Outcomes 
 
 
Source: Adapted from Sheldon (1911). 
 
The work of Sheldon (1911) has implications for this dissertation which seeks to 
accommodate for segments of consumers who may have a variety of attitudinal or 
behavioural responses (positive or negative) to an offering. These responses could 
include a range of consumer reactions to a situation. In one case a consumer might like 
the product or service so much that they actively encourage others to act and purchase 
the product. In another case a different consumer may be aware of the product or 
service, and dislike it so much they not only reject the offering, but they actively 
participate in disseminating their negative opinions to others. In these polarising cases, 
consumers may be either highly attracted to, indifferent towards, or repulsed by the 
sport of MMA. As such, any strategy for how to encourage engagement to increase 
fandom, while simultaneously reducing negative sentiment towards the sport is worth 
examining.  
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2.4.4 – Polarisation in Marketing 
 
 An issue, product, sport, brand or any form of marketing offering can cause 
polarisation in consumers’ views. This may occur in relation to their attitudes, 
behaviours and disposition towards, and involvement with, a product or issue. 
Rozenkrants, Wheeler and Shiv (2017, p. 46) state that “polarising products serve as a 
means of creating self-concept clarity and expressing oneself to others”. These authors 
conducted eight studies and determined that “polarising products are perceived to be 
more self-expressive and to serve as stronger indicators of one’s taste and personality” 
(Rozenkrrants, Wheeler & Shiv, 2017, p. 3). This suggests that consumers are 
illustrated as deliberately choosing to consume products that are polarising, as they are 
believed to be a more expressive or more powerful expression of who they identify as. 
However, rather than wearing a band tee-shirt to show if a fan supports the brand, or a 
sport team’s jersey to show off one’s affiliation with the team, people may consume 
MMA sports products to help their self-identity. This is made evident through 
Wattanasuwan (2005) what stated that “we employ consumption symbolically, not only 
to create and sustain the self but also to locate us in society”.  
Mafael, Gottschalk and Kreis (2016) reviewed the impact of pre-existing 
attitudes towards major brands on consumer processing of electronic word of mouth 
(EWOM). These authors stated that to ensure brand success in the digital age, firms 
need to carefully consider the impact of consumer-generated comments on brand-
consumer relationships (Gensler et al., 2013, as cited in Mafael, Gottschalk & Kreis, 
2016). Importantly, Mafael, Gottschalk and Kreis (2016, p.102) state “when positive as 
well as negative reviews are available for polarising brands, exposure to these 
information sources may drive opponents and proponents further away from each other 
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by reinforcing prior dispositions”. This information can come from an organisation, a 
government or a consumer, through new platforms such as social media.  
Rather than having to post on a newspaper article’s commentary section, people 
can use Facebook to speak to their friends, or Twitter to speak to anyone. This is made 
evident in Keim-Malpass, Mitchell, Sun and Kennedy (2017), who discuss the way 
consumers tweet about the human papillomavirus (HPV) vaccine. In this study, it was 
shown that the content was “overwhelmingly polarising, and tweets represented either 
a positive or negative view of the vaccine, and clear majority of content was 
disseminated by lay consumers” (Keim-Malpass, Mitchell, Sun & Kennedy, 2017, 
p.320). Importantly, they state that “while users considered advocates overwhelmingly 
offered positive tweets, there is a defined need for advocacy within professional 
organisations, researchers and public health clinicians” (Keim-Malpass et al., 2017, p. 
6). These types of advocates can be reflected in the research being conducted in this 
dissertation focussing on MMA. Rather than having lay consumers conveying (often 
incorrect) information in both a negative and positive context, information could be 
portrayed by MMA organisations and others, to inform and persuade consumers.   
A significant quantity of adoption or similar models exist, with several 
established models being reviewed above. To date, the lack of research and frameworks 
for assessing negative consumer behaviour response has been highlighted, and the 
concept and examples of polarising consumer preferences introduced. The following 
section discusses literature regarding diffusion of adoption and how it relates to the 
research. The way consumers may adopt a product, and go onto disseminate opinion, 
and its relevance to the topic at hand, is reviewed.  
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2.4.5 Diffusion of Adoption 
 
 Most adoption models do not support negative responses being made in relation 
to a product, or its dissemination / diffusion. Some literature does exist which discusses 
this from both a positive and negative standpoint (Lee & Cranage, 2012). That is, that 
consumers can disseminate their opinion and decision to adopt or reject a product. In 
relation to positive and negative electronic word of mouth (EWOM), Lee and Cranage 
(2012), stated “potential customers will exhibit a greater amount of attitude change in 
a negative direction in response to negative word of mouth (NWOM) when there is 
higher agreement on NWOM than when there is lower agreement on NWOM” (p. 346).  
 Thus, the effect negative word of mouth can have on an emerging sport such as 
MMA, if there is a negative consensus to support it, may be very damaging to its 
community acceptance and therefore growth. The way an innovative new product / 
service / experience is adopted is referred to as the diffusion of innovation. There are 
several variables involved in the diffusion of a product. Wejnert (2002) looked to 
integrate these variables into three extensive components: characteristics of 
innovations, characteristics of innovators and the environmental context. Wejnert 
(2002, p. 318) states that “a broad array of variables can significantly influence the 
probability of whether an actor will adopt an innovation”. Culture represents a key 
factor in whether consumers adopt. The current climate within Australia of heightened 
awareness of street violence and issues of legality, forces consumers and government 
bodies to ask what a violent sport says about our culture when contemplating its 
legalisation. This may hold significant ramifications for the diffusion of MMA into 
Australia. 
 In a similar vein, Field (1970) proposed a theory with respect to the fashion 
industry stating that fashion is “created by those at the top of the pyramid and copied 
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by those below” (p. 45). Using the example of race and blue collar to white (i.e. labour-
type careers to professional careers), the “upward diffusion of innovation” is discussed, 
demonstrating a unique way fashion may be adopted by consumers (Field, 1970, p. 45). 
It is stated that fashion began with blue collar/lower socio-economic segments and was 
then adopted by white collar/higher socio-economic segments. The same may be said 
of fight sports, where this type of diffusion may occur from initial adopters (irrespective 
of their socio-economic status), to the rest of the population.  
 With respect to products (goods, services and experiences), there are several 
established models or processes for adoption. However, these models do not look to 
address stages that may occur should the consumer choose to abandon the adoption 
process, or, following an information searching stage, avoid a product or even actively 
oppose it. As such, an opportunity exists to expand on past adoption work and 
frameworks. A summary of adoption and diffusion of innovation theory in sport 
follows.  
 
2.5 ADOPTION RESEARCH IN SPORT 
 
Sport adoption is somewhat unique as it incorporates fandom and emotional 
attachment to a product that may not be applicable to general goods or services 
(Shilbury et al., 2014). As such, it encompasses elements of attitude and advocacy 
towards an athlete, team or sport.  
Cultural factors are important in terms of whether a sport will be adopted in a 
region, state or country. Kaufman and Patterson (2005) used cricket as a case study to 
research cross-national diffusion or, in the case of countries such as America and 
Canada, reasons for adoption not occurring. It is established that cultural affinity is 
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important in the diffusion of sport across nations – an important factor when 
considering the global expansion of MMA - given that it is a sport that can polarise 
opinion due to a perceived violent aspect.  Kaufman and Patterson (2005, p. 105) build 
on this, saying that for “successful cross-national diffusion of sport, consumers need to 
play the sport (adoption) and a larger population need to be persuaded to care about the 
sport (acculturation)”. It is stated that in the final acculturation phase “the game appears 
to take on cultural valence unique to its people; in other words, it becomes part of the 
national patrimony, as opposed to a simple cultural import” (Kaufman & Patterson. 
2005, p.105).  
In considering cultural impact, the diffusion of the foreign sport of MMA to 
Australia as a unique setting is considered. This includes the cultural factors such as an 
anti-violence culture, and the impact it may have on the acceptance or legalisation of 
MMA in certain states. Another factor is the sporting culture of Victoria (as one of eight 
states and territories), and Australia, which could indicate a stronger likelihood to adopt 
new sports. For MMA to be accepted on a large scale, do consumers need to begin to 
participate in the sport at a local level, while at the same time does the larger population 
need to be persuaded (by way of Integrated Marketing Communications) to care about 
it? One of the major implications of this research is to determine drivers for consumer 
motivation to avoid the sport. As a result, strategy for the type of marketing 
communications and messages to go out to different segments of consumers can be 
developed.  
Facilitating adoption of a new sport can be difficult in a new climate or 
geographic location. To this effect, there are significant barriers to the marketing of a 
sport franchise after (geographic) relocation. Relocating a team draws similarities with 
introducing a new sport to a different geographic region. Kelley, Hoffman and Carter 
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(1999, p. 469) looked to address this issue in producing a framework to guide creating 
awareness through adoption. Kelley, Hoffman and Carter (1999) identified the 5 stages 
of Consumer Adoption as being: 
- Creating Awareness 
- Generating Interest 
- Facilitating Evaluation 
- Prompting Trial and 
- Ensuring Adoption 
Each of these stages were investigated in the case of the relocation of North 
Carolina Hurricanes Hockey Club. This was a significant relocation as the team was 
renamed and a new logo and colours were used. Relevant to the case at hand, in the 
‘generating interest’ stage of the relocation, it is shown an aspect of the Hurricane’s 
marketing activities involved “communicating attributes, benefits and attitudes towards 
the game of Hockey itself… marketing efforts were targeted towards creating a stronger 
understanding among fans regards: the rules of hockey; the NHL and its structure, 
hockey positions; hockey strategy and; the history of hockey” (Kelly, Hoffman & 
Carter, 1999, p. 472, 473). In all cases, these aspects involved informing consumers 
and aiding adoption. Kelley et al. (1999, p. 469) quote the high generalisability of their 
method and state it would be applicable to “the introduction of a relatively “new” sport 
to locations that are unfamiliar with the sport being marketed”. In a similar move to 
what is expected of the diffusion of MMA in Australia, Kelley, Hoffman and Carter 
(1999) state: 
One might argue that the Hurricanes' marketing focus was initially on promoting 
Hurricanes' hockey as a skill performance in which it was important for the fans to 
understand the intricacies of the game and focus on the skills of the players. As the 
marketing activities of the Carolina Hurricanes evolved during the course of their first 
season, a greater emphasis was placed on the thrill performance aspects of Hurricanes' 
hockey. Instead of a single-minded focus on the hockey game and its participants, other 
foci became important. Hurricanes' hockey promotions began to focus on the 
entertainment value and the social aspects of the event, which in turn, facilitated the 
fan adoption process (p. 477). 
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Following the inception of a new product, service or experience, initial adopters 
are referred to as lead-users. A study by Schreier, Oberhauser and Prugl (2007) was 
analysed to further understand lead users (early adopters or innovators of a product), 
and their adoption and diffusion of sports products relative to two sports (kite surfers 
and technical divers). Importantly, Schreier et al. (2007, p. 24) state four main findings, 
beginning with respect to product adoption where “leading edge status is positively and 
significantly related to domain-specific innovativeness… leading-edge status is 
significantly related to the perceived complexity of new product”. In summary, 
innovators adopt a new related product more readily, and find adopting a new product 
less complex as they are already knowledgeable regarding similar issues. Further, in 
relation to opinion regarding the studied sport, Schreier et al. (2007, p. 26) state 
“consumer’s leading-edge status is positively and significantly related to opinion 
leadership” and that “leading-edge status is negatively and significantly related to 
opinion seeking”, proving those who hold a leading-edge status to appear as opinion 
leaders in their respective industries, and as such, are less likely to seek opinion from 
other fans. Considering these findings encompass ‘extreme sports’, they may prove to 
have a significant effect on research about MMA adoption, consumption and diffusion 
among consumers in each region, state or country.  
 A related area within the adoption literature is the motivation for doing so. Fan 
motivation for sport adoption was identified by Greenwood, Kanters and Casper (2006, 
p. 258), who investigated team identification and motivations for adoption of becoming 
a fan of a new sport (Arena Football League). Motivations for becoming a fan of mid-
level professional sport in a new market were shown to be namely “…player and/or 
coaches of the team, party and tailgating atmosphere, born and/ or live in Raleigh and/ 
or North Carolina, parents and/or family members as fans, closest Arena Football 
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League Team, and team success”. Variables such as these proved to be generalisable to 
a wider community or different sports outside of contact sports (to combat sports), and 
thus, were considered as part of the contribution of scale items pertaining to motivation 
for consumption/rejection.  
Various models are represented for adoption and diffusion of a product, service 
or experience. A significant limitation of these models is that (like mainstream 
marketing) they show only an adoption process; there is limited discussion with respect 
to abandoning the adoption process or rejecting/avoiding the product, service or 
experience. Coupled with this concept of rejection or avoidance is that there are people 
who will actively provide a negative narrative or voice to products that they find 
offensive. Some people within a specific community will actively campaign against 
political issues such as abortion, opposing political parties, war, religious rights, fair 
pay, gender equality, and so forth. In sport, this also occurs with negative public 
expressions by people. Examples include motor sports being too dangerous (Reynolds, 
2015), horse racing/greyhound racing leading to mistreatment of animals (Brown & 
Sullivan, 2016), physical actions such as the ‘bump’ (a forceful, hip-and-shoulder 
contact action) in AFL being too dangerous (Rucci, 2017) and fighting or combat sports 
in general causing too much harm to athletes (Nicholson, 2016). Though this is hardly 
an exhaustive list, to understand adoption, it is posited that research must address 
motivation for adoption, and to this end attitudes must be explored more thoroughly. 
This research determines significant drivers for attitudes, opinions, disposition and 
behaviour towards and involvement with, MMA in Victoria.  
After adopting an offering, or in this case, a sport, most adoption models end 
with this stage (or progression to deeper stages of consumption). This may be a 
limitation as, once a fan becomes so fond of a sport, it is likely they will promote it 
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through word of mouth. This suggests that diffusion, in any form of either a positive or 
negative manner is expected to be included in the attitude / adoption / avoidance model 
put forward.  
An extension of attitude formation is personality type, though it could be argued 
that one would predict the other. Self, Henry, Findley & Reilly (2007) investigated the 
Type T personality type and its effect on participation in extreme sports and resulting 
subcultures. Type T personality types are defined by Zuckerman (2000) (as cited in Self 
et al., 2007) as ‘sensation seeking, “the pursuit of novel, intense, and complex sensation 
and experiences, and the willingness to take risks for the sake of such experiences 
(54)”’ (p. 178). It was anticipated that for the purpose of this dissertation, those who 
seek to consume or participate in MMA or similar sports will exhibit similar personality 
traits.  
Self et al. (2007) examined attitude types in conjunction with extreme sports 
indicating that resulting behaviours include participants developing their own 
languages or slang, wearing certain clothes and symbols. This begins to illustrate the 
development of subcultures within these extreme sport consumption communities. By 
way of example, early MMA fighters were forced to develop sport-specific gloves that 
allow athletes to both strike and grapple. These MMA fighters also developed several 
terms for martial arts techniques, which had previously not been used when referring 
to individual disciplines.  
Significantly, in illustrating pre-mainstream diffusion of extreme sports with 
respect to demand and time variables, the authors identify the development of 
consumers who, when first made aware of the extreme sport may be repulsed, but then 
continue through forced acceptance and finally growing interest, and the sport moves 
towards a mainstream realm. This is identified in Figure 2.7. 
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Figure 2.7 - Pre-Mainstream Diffusion of Extreme Sports 
 
 
Source: Self, Henry, Findley and Reiley (2007).  
 
Self, Henry, Findley and Reilly (2007, p. 184) introduced two demand curves 
regarding the diffusion of extreme sports, stating “the lower curve demonstrates the 
adoption process for the T’s (consumers who hold a Type T personality type). The 
upper curve demonstrates the perception and adoption (starting from a negative 
position) of the mainstream population”. Figure 2.7 presents their approach towards 
diffusion. This suggests that the mainstream population can go through many stages: 
- Ignorance, where the public is unaware of the new sport/innovation;  
- Repulsion, whereby upon becoming aware of the new sport the public is 
repulsed by it, in line with research demonstrating consumer’s reaction to 
change;  
- Forced acceptance, where, as more consumers begin to accept its existence 
and even put legislation in place for its regulation;  
- Growing interest takes place as the wider society begins to accept this new 
sport and; mainstreaming the sport.  
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The repulsion and forced acceptance stages are particularly significant for this 
dissertation. There exists a proportion of the public who do not want to accept these 
sports, and this public disapproval may even extend into government sanctions being 
imposed on organisations and sport in certain cases. Identifying whether the cause of 
the displeasure is ignorance or repulsion and whether there are different segments to 
which this applies, is part of the consideration arising from this dissertation. The 
overcoming of ignorance could be aligned towards governments or regulating bodies, 
legislating to make the sport safe for participants, and ironically, by legislating in this 
regard, these bodies aided its acceptance by the public, who now perceive it as being 
legal.  
The respective stages included in Figure 2.7 are aligned with those highlighted 
by Sheldon (1911). Sheldon (1911, p. 30) identified that consumers may have a 
negative response to adoption and pass through stages identified as being “unfavourable 
attention, indifference, disgust, repulsion, and no sale”. While part of Sheldon’s (1911) 
model demonstrates an unsuccessful adoption of a product, service or entertainment, 
Self, Henry, Findley and Reilly (2007) illustrate a situation whereby an extreme sport 
is adopted and diffused in stages across not only Type T personalities, but also 
gradually into the general population. This indicates that the repulsion stage that they 
refer to can in fact be overcome. 
Self et al. (2007, p. 184) suggest that extreme sports pass through three stages 
of time as it passes through the adoption process. In the fringe stage “the initial (true 
deviant) developer modifies either equipment or the terrain of an existing sport”. While 
some of the general public’s reaction to a new sport may be repulsion (Self et al, 2007), 
given that the sport of MMA is a hybrid of any combination of striking and grappling 
martial arts, there is also likely to be a strong level of support from people familiar with 
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these other combat sports. This resonates somewhat with Sheldon’s (1911) 
identification of a negative response to adoption. Regarding MMA (which was 
marketed as a ‘no holds barred’ event), a proportion of the public reacted with 
repulsion, and several areas, states or countries banned events.  
The second stage of this process refers to ‘the Edge’. Here, two types of type T 
personality groups emerge: converts (who are currently engaging in a similar extreme 
sport and convert to the new extreme sport) and virgins (consumers who hold type T 
personality types but do not currently participate in any extreme sports) (Self et al., 
2007, p. 185). These groups are integral as opinion leaders and help drive the expansion 
of the new sport or activity. However, the public generally resent the innovation, with 
the authors providing the example of only 39 of 600 ski areas in the US allowing 
snowboarding shortly after its inception (Self et al. p. 185). With respect to MMA, most 
US states did not allow MMA events to be held, putting legislation in place to ban the 
sport immediately after UFC 1. However, as popularity amongst type T personality 
types grows, Self et al. (2007, p. 185) state “as the sport gains adherents, there is a 
growing general interest and the public’s feelings concerning the sport begin to move 
from negative, to neutral”. Once again turning to the development of MMA, as the sport 
introduced several rules, ensured regulation through an external governing body and 
gained commercial interest, public opinion largely turned, with many US states 
repealing laws outlawing events being held within their borders.  
The final stage Self et al. (2007, p. 186) dictate is known as the ‘Realm of the 
Cool’. In this stage, the authors dictate that there are two groups that must be dealt with: 
members of society and members of the subculture, who believe that mainstreaming 
will ruin the sport. The most significant hurdle in this final stage of sportisation is 
closing the gap between the safe, user friendly version of the sport the public will 
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accept, and the original extreme sport the subculture the type T personality consumers 
developed. With respect to MMA, this involved introducing aspects to the sport such 
as mandatory gloves, weight classes, on site doctors and further numerous rules, 
regulatory committees and so forth. The final sport product is vastly different from the 
hybrid the type T personality types initially developed. Self et al. (2007) state: 
After some time, the extreme sport becomes so mainstream that it is no 
longer truly deviant. Formal organisations exist at the local, regional, and 
national levels. There are standardised, written rules and national and 
international competitions. Specialists emerge who take part in the sport 
full-time, while most others are spectators. There is regular coverage in 
local and national media, along with the appearance of specialised sports 
publications and statistical records are developed to measure the sport’s 
popularity (Modern Sports Encyclopedia, 306). There is positive demand 
for the new sport among the mainstream, and the PLC begins among the 
mainstream (p.186).  
 
The above statement rings true for MMA. Many providers of the sport operate 
in countries across the globe, under standardized rules. There are professional MMA 
athletes who train only to compete in major fights, and various national and 
international news companies worldwide cover competitions.  
Adoption models are often linked alongside attitudinal models. The Model of 
Response Process further supports the concluding discussion of the Attitude Section 
of this chapter. That is, that positive attitudes towards a given object, offering, service 
and so forth, can lead to adoption. As such, the same could be said for negative 
attitudes towards an offering, and the rejection thereof.  
Rogers (1976) developed a now established process for the diffusion of 
innovation. Consumers are categorized into five segments: innovators, early adopters, 
early majority, late majority and laggards. This model is applicable to the research at 
hand being that, MMA is a developing sport that has now expanded across the globe. 
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However, the Rogers (1976) model only caters for those who adopt the sport; and is not 
representative of all consumers. As such, it can be used as starting point to investigate 
adoption models but does not provide a good fit for addressing consumers who may 
choose to adopt or reject an offering.  
 Armstrong, Adam, Denize and Kotler (2012) outline the stages in the adoption 
process as being awareness, interest, evaluation, trial and adoption. Once again, this 
process outlines clear steps consumers may go through in moving from being aware of 
a given offering, to adopting it. It does not accommodate for those who may choose to 
reject or even actively oppose an offering.  
Outside of identifying that some may abandon the adoption process; no 
investigation is conducted with respect to why this may occur or how these consumers 
can be segmented. Becoming aware of an issue may lead consumers to be disinterested 
or feel opposed to it, rather than being interested in it or adopting it. As such, research 
should seek to identify the barriers these consumers found when moving along the 
adoption process, segment these consumers and identify their behaviour and attitudes 
towards this issue. The current research proposes to do so, in relation to consumer’s 
attitudes, opinions and behaviour towards MMA in Australia. 
 
2.6 ATTITUDES AND OUTCOMES 
 
2.6.1 Attitudes 
 
The Tri Component Model of Attitudes introduces the context of attitudes being 
complex, and almost certainly made of several or more components. The Tri-
Component Model of Attitudes proposes that attitudes contain three fundamental 
aspects: cognitive (thinking/ information processing), affective (emotional) and 
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conative (response/ action/ behaviour). While this model may not cater for all aspects 
relating to attitudes (thus why research may choose to put forward a multiple 
component approach to breaking down attitudes), it is an established and commonly 
used model throughout literature and teaching practices (Belch & Belch, 2003; 
Schiffman, O’Cass, Paladino & Carlson, 2014).    
Scholarly attention has examined attitudes throughout a variety of fields. 
Attitudes are often key to the adoption or avoidance of a given offering as they stem 
from one’s emotions and opinions towards a product or brand. Specific to this, Funk 
and James (2004, p. 3) proposed a Fan Attitude Network (FAN) Model for sport (see 
Figure 2.8), to “advance our understanding of how the internalisation of a sport team 
into one’s self-concept, the development and confirmation of a sport identity, 
influences attitude formation and change”.  
An extensive background into elements of attitudes and further attitude research 
is provided by way of introducing this model. Funk and James (2004, p. 6) state 
“research on attitude properties suggests that assessment of the various properties may 
be a better measure of attitude formation towards a focal object, compared to traditional 
measures of the tripartite or unidimensional perspective”. This point is a base for the 
Fan Attitude Network that is developed as it puts forward several properties. Unlike 
(for example) the Tri-Component Model of Attitudes, which, as the name suggests, 
consists of three components, this statement is important in that it suggest multiple 
properties as drivers for an attitude towards a given issue.  
As shown in Figure 2.8, certain elements combine to make up a consumer’s 
sport identity, attitude importance and attitudinal consequences. Funk and James (2004, 
p. 7-8) define these as being; dispositional needs, which “represent social psychological 
factors that account for psychological motives of sport spectators such as vicarious 
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achievement, self-esteem, drama, diversion, entertainment, aesthetics, or sensation-
seeking” and; endearing features which represent “attractive characteristics found in 
sport settings that highlight the significance and value of a sport object for satisfying 
dispositional needs… include… performance outcomes, wholesale environment, 
geographic proximity, experiential risk and quality or service”.  
Further Funk and James (2004, p.7-8) indicate that these features are effectively 
inputs into a consumers; sport identity, which “refers to an individual’s internalisation 
of a particular group or subculture and/or traits into the self-concept”; attitude 
importance, which “reflects the degree and valence of formations as well as the 
structural characteristics of that information as they relate to subsequent attitude change 
or stability” and; ultimately the attitudinal consequences which represents “the 
outcomes of attitude importance”. The emphasis is put on how consumers identify with 
sports, with Funk and James (2004) stating: 
 
…sport identity represents a determinant of attitude importance that is 
influenced by the interaction between dispositional needs and endearing 
features. The process through which an individual chooses to form a 
psychological connection with a sport team promotes expression of desired 
traits, characteristics and self-concept (pg. 16). 
 
 Strong connections with a sport suggests that those who feel martial arts 
emanates respect, discipline and self-control are likely to be fans of an MMA product. 
Conversely, those who feel martial arts are violent or may lead to negative impacts on 
the society in which they live, such as street violence, are likely to distance themselves 
from the sport as a way of demonstrating their personality or opinions to others as a 
means of self-identity.  
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Figure 2.8 - Fan Attitude Network (FAN) Model 
 
 
 
Source: Adapted from Funk and James (2004, p.7). 
 
 
2.6.2 – Fandom 
 
A company’s offering is adopted differently when connected to sports products, 
due to the inclusion of attitudes and / or the passion involved with consumption. In this 
case, Mullin, Hardy and Sutton (2004) proposed a model of enhancing fan engagement, 
in relation to behaviour, as depicted in Figure 2.9.  
 
Figure 2.9 – The Staircase Approach to Sport Marketing 
 
   
Heavy User 
(season ticket 
holder)   
Medium User 
 Light User 
Non-
Consumer 
Source: Adapted from Mullin, Hardy and Sutton (2004) 
 
Figure 2.9 illustrates the way consumers may ‘move up’ this staircase model as 
they increase their usage of a given sport product. Though this only provides one aspect 
of engagement (usage / behaviour), it is a key usage of an adoption model in a sport 
context. The staircase approach to sport marketing depicts how a sport organisation 
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would seek to move people from being non-consumers, through to some form of 
acceptance and light usage until they become more frequent or heavy users. 
The staircase presented in Figure 2.9 is a precursor to more advanced 
mechanisms for sport consumption. Funk and James (2001) developed a continuum of 
sport consumption with respect to attitudes and behaviour, titled the Psychological 
Continuum Model. This model details four stages consumers may pass through in 
associating with a given sport, team or athlete. These four stages are represented as 
awareness, attraction, attachment and allegiance.  
Applying these four stages to (for example) consumers in Australia and MMA, 
people may become of aware of the existence of the sport of MMA, go on to become 
attracted to MMA (exhibiting behaviours such as casual consumption), become 
attached to MMA as consumption increases, and finally becoming allegiant to the 
sport, with behaviours such as heavy consumption of the sport resulting. This model of 
relationship development between consumers and athlete, team or sport provides a 
general guide to the way in which fandom may develop, should consumers choose to 
adopt a given sport. This again highlights a major limitation of sport adoption / attitude 
and behaviour development models, which was shared with the adoption models 
analysed in Section 2.4.2. The limitation is that they apply only to those who continue 
through these stages to adopt the particular sport offering. The conceptual model does 
not cater for those who after becoming aware of an issue, product, service or experience, 
abandon the adoption process or even seek to avoid an offering (or even become 
advocates against the said offering). It is however, applicable in this case as instead of 
only addressing adoption, it also applies to fandom – based on attitudes and behaviours 
towards a team, sport or athlete.  
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Figure 2.10 - Psychological Continuum Model 
 
 
 
Source: Adapted from Funk and James (2001, p. 122). 
 
 
 The psychological continuum model provides an effective background for the 
conceptual model proposed by this dissertation, particularly with respect to the 
‘positive’ half of the model. It was deemed as the most appropriate as it incorporates 
both an attitudinal and behavioural scale.  
The study by Self et al. (2007), and the model it introduced in Figure 2.7, was 
considered alongside Funk and James (2001)’s PCM for fans attitudinal and behavioral 
growth towards a sport and Sheldon (1911)’s identification of consumer’s possible 
negative response to an offering. Fan identity is presented as the extent to which a fan 
feels a psychological connection to a team and the team’s performances are viewed as 
self-relevant (Wann, 2006). Greenwood, Kanters and Casper (2006) sought to review 
the relationship between sport fan team identification and motivations for initially 
becoming a fan. Fans who identify with their team are highly sought after. 
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The development of fandom is paramount to a team or sports success. It is 
argued that this goes beyond enhancing casual fan behaviour and attitudes to become 
more hardcore fans, or attracting fans who are unaware of the sport or team to become 
fans at all. For a sport such as MMA, the changing of pre-conceived negative 
perceptions of the sport or violence associated with it to reduce negative behaviours or 
attitudes may prove just as (or more) important to the sports development and growth, 
as moving current fans along the continuum from unaware to hardcore fans. 
 
2.6.3. Outcomes of Attitudes 
 
 
 The previous sections have discussed attitudes as they relate to sport. 
Importantly, outcomes of attitudes must be addressed. Attitudes are the driving force 
behind consumer’s behaviour, opinion, involvement with or towards products. As this 
dissertation seeks to understand the drivers of consumer’s attitudes, behaviour, 
involvement and disposition towards MMA in Victoria, it is important to acknowledge 
the different functional and dysfunctional outcomes that can be applied.  
 
2.6.3.1 – Functional Consumer Behaviour  
 
 One of the key outcomes of attitudes is functional behaviour. For sport, this may 
include behaviours such as live consumption, consumption through television, 
consumption through online mediums, discussion (WOM) and online discussion 
(EWOM), engagement though social media platforms, reading about the product in 
newspapers and online. These behaviours may be illustrated in less and more extreme 
versions, but ideally the manipulation of consumer attitudes would result in enhanced 
loyalty and engagement through the above means.  
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 Loyalty is defined by Oliver (1999) as “a deeply held commitment to rebuy or 
re-patronize a preferred product/service consistently in the future, thereby causing 
repetitive same-brand or same brand-set purchasing, despite situational influences and 
marketing efforts having the potential to cause switching behaviour” (p. 34). Loyalty is 
a desirable behaviour that a company seeks from its consumers, as greater customer 
loyalty will result in more engagement. An important aspect of sports is live attendance, 
and greater consumer loyalty would also result in attendance, the purchasing of 
memberships (season or otherwise), or consumption though online and television 
means, such as pay-per-view. There are multiple ways loyalty can be measured. For 
this dissertation, we use measures of both attitudinal and behavioural loyalty, which are 
adapted from existing items and scales (Doyle et al, 2013; Pritchard & Funk, 2006) 
which are noted in the Instrument/Survey development section in Chapter 3. 
 Attitudinal loyalty is developed, as presented in the 5-item scale from the study 
of Doyle et al (2013). Chaudhuri and Holbrook (2001, p. 83) state that “attitudinal 
loyalty is the level of commitment of the average consumer towards the brand”. This is 
measured to understand one’s commitment towards MMA in Australia, and is measured 
on a 7-point Likert scale. This will indicate those people who have a very low 
commitment to MMA, as opposed to those people who have a very high commitment.  
 Behavioural loyalty “consists of repeat purchases of the brand” (Chaudhuri & 
Halbrook, 2001, p.82) and effectively captures a consumer’s active conduct with a 
given product. This scale consists of several items (Fink, Trail & Anderson, 2002; Karg 
& McDonald 2011), but for this dissertation it consists of four items. This scale was 
required to understand the way consumers behave with respect to MMA. 
Similarly, involvement is defined by Iwasaki and Havitz (1998, p. 260) as a 
“state of motivation, arousal or interest toward a recreational activity or associated 
  69 
product”. It is the extent to which a consumer is engaged with a given product.  
Involvement has been measured by multiple means including Zaichkowsky (1985) who 
developed a measurement for the involvement construct using a semantic differential 
scale. More detail is provided on the specific measurement tool presented in chapter 3. 
Finally, disposition was a term coined by the researchers as an all-encompassing 
item that represented a consumer’s overall attitude / opinion towards MMA. It was used 
as a single-item outcome variable that participants would respond to as an indication of 
their overall outlook towards MMA.  
These four constructs of attitudinal loyalty, behavioural loyalty, involvement 
and disposition form the measurement of consumption and consumption intent for 
MMA for the participants sampled in this dissertation. This process is applied to the 
scale development process in stage 2.  
 
2.6.3.2. – Dysfunctional Consumer Behaviour  
 
 With respect to negative attitudes, Sheldon (1911) identified that consumers not 
only abandon the adoption process but may in fact actively avoid it. This potential for 
negative reaction to an issue or offering (whether this be a good, service or experience) 
can be represented as consumer misbehaviour or dysfunctional behaviour. 
Dysfunctional behaviour includes consumer misbehaviour that is unreasonable or 
unrealistic for the given circumstances. By way of differentiation, leaving a bad review 
on a company’s website following a bad experience is still functional behaviour, it is 
just negative functional behaviour. Dysfunctional behaviour is evident in behaviours 
such as consumer vandalism, retaliation, violence and illegitimate complaining 
(Fullerton & Punj, 1997). These behaviours can be unreasonable for their given 
situation or surrounding circumstances.  
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Reynolds and Harris (2009, p. 321) define dysfunctional behaviour as “the 
extent to which a customer deliberately behaves in a way that violates the norms and 
unwritten rules of an individual service setting in a negative fashion”. This 
demonstrates that for consumer behaviour to be dysfunctional, it must be outside the 
scope of what average people would consider acceptable or normal for the given 
circumstances. Harris and Daunt (2011, p. 131) categorize dysfunctional behaviour into 
three categories: misbehaviour for “acquisitive” purposes, such as shoplifting, pilfering 
and illegal downloading; “usage”, encompassing deeds of product wastage and 
insurance fraud and; “dispositional”, where activities include behaviours such as 
unlawful littering and graffiti. Drawn from 417 described incidences, Harris and 
Reynolds (2004, p. 344) identified 8 types of ‘jaycustomers’ (a term used to describe 
customers who misbehave or are dysfunctional). These jaycustomers are categorised as 
compensation letter writers; undesirable customers; property abusers; service workers; 
vindictive customers; oral abuser; physical abusers and; sexual predators. Harris and 
Reynolds (2004, p. 344) found that “92% of incidences regarded or included oral 
abuse”. A model representing dysfunctional behaviour is presented by Figure 2.11. This 
figure introduces that dysfunctional behaviours may have significant consequences on 
many parties, ranging from the employees, the customers and the organisation as a 
whole. These consequences can have quite different impacts also which could be 
emotional or psychological on individuals, through to considerable financial impact on 
the organisation.   
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Figure 2.11 – The Consequences of Dysfunctional Customer Behaviour 
 
 
Harris and Reynolds (2003, p. 150) 
  
Within the dysfunctional customer behaviour spectrum, those customers who 
might be classed as vindictive customers are particularly relevant, as they consist of 
those who “deliberately and maliciously verbally spread negative word of mouth 
concerning an organisation” (Harris & Reynolds, 2004, p. 344). While there is no 
cause-and-effect empirical evidence to show that hosting MMA events will lead to 
increases in undesirable societal occurrences such as violent crimes, consumers seek 
places where they can express their negative sentiment towards MMA. Dysfunctional 
consumers may post or respond to posts on organisations such as the UFC’s social 
media pages, respond to articles from newspapers online, post on their own social 
media account and debate their opinions on pro/anti MMA forums or blogs.  
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There are several commonly raised arguments regarding the legality of MMA 
or holding MMA events which arise in debates, such as that it will lead to increase in 
societal violence. While consumer’s negative (or positive) sentiment is often opinion, 
and not based on fact, this certainly does not stop the eagerness of people to spread their 
opinions to other consumers, whether they be like-minded, indifferent, 
unknowledgeable (of the topic) or opposed to it. This phenomenon is not exclusive to 
MMA of course. With the introduction of social media and other online platforms, 
consumers now have a medium for sharing their sentiment on an array of products, 
sport or otherwise.  
This information can then be passed on, like the stated ‘domino effect’. Harris 
and Reynolds (2003, p. 153) express that there are two sections to this “domino effect”, 
significantly one pertaining to “the contagion of dysfunctional behaviour by witnesses 
of that consumer’s behaviour, particularly vociferous or illegitimate complaining”. 
While most research has regarded consumer-facing front-line employees, this idea of 
spreading negative sentiment from those who have a vociferous or very 
outright/forthright opinion is applicable to this dissertation.  Whether consumer opinion 
is supported with reasoning or evidence or not, those who speak the loudest may 
influence other potential or current customers. This would prove especially true for 
those who have limited knowledge regarding the topic, described as ignorance by Self 
et al. (2007).  
Dysfunctional consumers or jaycustomers introduce the negative effects they 
can have on a company, its image, or its potential to grow as the negative sentiment 
they espouse can be passed on. While negativity does exist, there also need to be 
consideration of the opposite issue – developing the attitudes and behaviours of 
consumers to enhance fandom.  
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 Indicators to determine the extent to which consumers engage in these 
dysfunctional behaviours, predominately through the involvement construct is sought 
by this dissertation. Items are included that are MMA specific to ascertain whether 
participants engage in certain behaviours.  
 
 
2.7 CONCEPTUAL MODEL DEVELOPMENT 
 
 A critical analysis of relevant literature has been provided, reviewing issues 
such as martial arts, MMA and the UFC, adoption, media analysis, segmentation, 
fandom, attitudes, dysfunctional behaviour, and dissemination of opinions. The 
structure of this research seeks to create a model of sport adoption that is the direct 
result of extensive investigation into surrounding variables which impact MMA / 
combat sport / sport adoption.  
The adoption and attitude models reviewed in this chapter illustrate the potential 
stages by which consumers may move along a continuum. These stages were illustrated 
from both a positive (leading to adoption) and negative context (leading to rejection). 
Discussion centred on established adoption models, sport-specific models and 
illustrated the development of behaviour-only models, through to those that incorporate 
multiple variables. However, other than a very early opinion expressed by Sheldon 
(1911), adoption models do not encapsulate this potential to divide consumers.  
Figure 2.12 presents an overview of how the proposed dissertation addresses this 
gap. The conceptual model presents an attitudinal axis containing both a positive and 
negative conceptualisation. On this axis, a person may perceive something (such as in 
this case, MMA) from a negative or positive perspective. Alternatively, their attitude 
may be one of neutrality or displaying a slightly negative or slightly positive attitude 
towards the issue. While there will be people who will display negative or positive 
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attitudes towards something and will not display any type of behaviour, there is a 
greater likelihood that if someone is strongly negative towards something, or strongly 
positive in their disposition towards something, their behaviours will likely reflect this 
to some extent.  
Figure 2.12 attempts to conceptualise the likely differences in peoples’ attitudes 
and behaviours towards a product or service (such as MMA). If someone has a very 
negative attitude but their behaviour is to be actively negative, then there is a likelihood 
that they may seek to become involved in protesting or actively undermining the 
product that they dislike. This may be through negative WOM or EWOM or writing or 
petitioning organisations with a view to stopping the activity.    
Other people may be somewhat indifferent (slightly negative or slightly positive 
or even neutral) towards MMA, and as a result display limited interest or behaviour to 
act in any way about the sport. Similarly, there will be others who display highly 
positive attitudes towards the sport and their behaviours as a result are likely to result 
in them watching or attending events or following and commenting on fights through 
the media, WOM or EWOM.    
Filo, Funk and Hornby (2009) investigated informational requirements for a 
website and the impact of web site communications on consumer motivation and 
attitudes towards the event. Filo, Funk and Hornby (2009, p. 33), state that “providing 
these information requirements through web sites communication can create favourable 
attitude toward the event among consumers low in motivation to attend the event”. This 
may prove to be generalisable to news, other web sites or social media, in that providing 
positive information regarding MMA can help to maintain hardcore fans, boost support 
of current low-level fans, or nullify activists against the sport. The same may also be 
true those who write about the sport in a negative context 
  75 
In identifying the importance of considering the negative and positive attitudes 
of consumers, and the resulting behaviours that may arise from the stance that these 
people might have, this dissertation seeks to develop a better understanding of the 
impact of attitudes towards more contentious issues within society. This conceptual 
model uses attitudes as the variable that consumers illustrate (in a negative, neutral, or 
positive manner). It does not take into account other barriers and facilitators to 
adoption, such as one’s peer groups, the region / country / state they live in, or the 
coinciding legal status of the sport in their location. Through using the context of MMA, 
positive and negative attitudes people display towards contentious issues (in this case 
MMA) can be identified and be used to help understand facilitators and barriers to the 
subject activity. 
 
Figure 2.12 – Conceptual Model 
 
 
 
 
 
  
  76 
2.8 SUMMARY TO CHAPTER 2 
 
Chapter 2 reviewed several core areas with respect to existing literature that support 
construction towards a methodology for this dissertation. A history of MMA/UFC was 
provided as background to the case study. Research with respect to consumer 
behaviour, namely segmentation and adoption was reviewed, addressing issues 
including various adoption models, adoption in sport, and polarisation and 
dysfunctional consumer behaviour in consumer markets. Further, media analysis and 
framing analysis was introduced and discussed. This analysis provided an overview of 
these topics and highlighted some limitations therein.  
It was then demonstrated how the proposed research addressed these gaps and 
contributes to knowledge of the adoption or avoidance of MMA in Australia. Finally, 
a concise overview of each of the studies was provided, leading to the development of 
a conceptual framework that advances existing adoption and attitude models. The 
methodology to develop results from this literature review is presented in Chapter 3.  
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CHAPTER 3 
METHOD 
 
 
3.1 INTRODUCTION 
 
 Chapter 3 introduces the method by which the research was conducted. A mixed 
method was employed, initially incorporating qualitative media framing analysis, 
followed by quantitative analysis developed from the results obtained from the framing 
process. As a result, the analysis was conducted across three separate, but interrelated 
studies. Study 1 provided a background towards understanding the way MMA is framed 
by the media in Australia, as well as the popular terminology surrounding the issue. 
Study 2 represented a pilot study, used to introduce and test a scale developed from the 
framing analysis, to develop a survey tool. Following this data collection, basic 
descriptive and frequency analysis techniques were used, followed by an Exploratory 
Factor Analysis. Once items were reduced and the survey tool was refined, the third 
and final study (the full survey) was conducted to develop and test the model.  
 
3.2 A MIXED METHOD APPROACH 
 
3.2.1 Definition of a mixed method approach 
 
  A method refers to the way one will conduct research, usually limited to two 
broad fields: qualitative methodology and quantitative methodology. Researchers can 
employ a combination of qualitative and quantitative techniques to benefit from each 
method’s advantages, while endeavouring to eliminate each of these method’s 
disadvantages. This is known as mixed methods. Johnson, Onwuegbuzie and Turner 
(2007, p.129), aimed to develop a complete definition of mixed methods, described as: 
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Mixed methods research is an intellectual and practical synthesis based on 
qualitative and quantitative research; it is the third methodological or research 
paradigm (along with qualitative and quantitative research). It recognizes the 
importance of traditional quantitative and qualitative research but also offers 
a powerful third paradigm choice that often will provide the most informative, 
complete, balanced, and useful research results. 
 A mixed method can be useful and relevant in providing a balanced approach 
to research. While quantitative research (historically the predominant research 
methodology used), may not provide sufficient depth regarding issues such as 
opinions, feelings, or attitudes. Here, Johnson and Onwuegbuzie (2004, p. 14) writes 
“the goal of mixed methods research is not to replace either of these approaches but 
rather to draw from the strengths and minimize the weaknesses of both in single 
research studies and across studies”. Sport introduces passionate and committed 
consumers, who often hold very strong feelings and opinions towards an athlete, team 
or their sport. The capacity to identify, separate and understand these consumers may 
require investigation employing more than one approach to determine the importance 
of an issue or aspect to these consumers. Incorporating a mix of both quantitative and 
qualitative measures presents a very worthwhile approach for research into sport 
consumers, as it can provide more depth and lead to greater insights being provided 
through the research.  
 
3.2.2 Justification of a mixed method approach 
 
Greene, Caracelli and Graham (1989, p. 256) state that mixed methods designs 
incorporate “those that include at least one quantitative method (designed to collect 
numbers) and one qualitative method (designed to collect words), where neither type 
of method is inherently linked to any particular inquiry paradigm”. Figure 3.1 
demonstrates the Purposes for Mixed-Method Evaluation Design. The table presented 
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has reviewed numerous sources which examine the purpose behind mixed method 
evaluation. The key theoretical sources included in this assessment indicates that there 
are five purposes for conducting mixed-method research (Greene, Caracelli & Graham, 
1989). These are stated as: 
1. Triangulation: which usually refers to the use of multiple methods, which 
offset or counteract biases when investigating a similar phenomenon to 
strengthen the validity of an inquiry (Green et al., 1989). Triangulation 
assumes that all methods have inherent limitations and biases, and by 
utilising only one method to undertake research will limit or bias the results 
obtained. Through incorporating two or more methods, especially where 
these methods can assist in offsetting biases, where these methods can 
converge or corroborate one another, then the validity of the results will be 
greatly enhanced.  
2. Complementarity: which incorporates qualitative and quantitative methods 
to measure different but overlapping phenomena, to achieve an enriched and 
elaborated understanding. It differs from triangulation in “that the different 
methods assess the same conceptual phenomenon” (Greene et al., 1989, p. 
258). 
3. Development: which involves a sequential use of qualitative and 
quantitative methods where the first method is used to assist in informing 
the development of the second method. This often supports the approach 
taken whereby a quantitative survey supports the need to gather more in-
depth data through a qualitative in-depth interview procedure.    
4. Initiation: which represents the emergence and discovery of outcomes rather 
than these discoveries being brought about through planned intent. Initiation 
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can enable consistencies and discrepancies to be compared between 
qualitative and quantitative research, both within and across studies, to 
analyse and identify fresh insights.    
5. Expansion: which aims to achieve scope and breadth by including multiple 
components. Expansion may represent a multitask framework (Cook, 1985) 
and often involves the use of qualitative methods assessing program 
processes, while quantitative methods assess program outcomes (Greene et 
al., 1989). 
 
While each of the five purposes may overlap in varying ways, rather than simply 
indicate that triangulation is required to strengthen the validity of the research 
conducted for this dissertation, the development purpose would seem to be most 
applicable here. The sequential timing of the implementation of the different methods 
is one of the keys here, where the development purpose proposes that “one method is 
implemented first, and the results are used to help select the sample, develop the 
instrument or inform the analysis for the other method” (Greene et al., 1989, p. 268). 
Greene et al. (1989) indicate that mixed methods studies with a development intent may 
occur within a single study, or across studies, to maximise the benefits associated with 
the method types.   
The justification for the use of mixed methods using the purpose identified in 
Figure 3.1 states that it is “to increase the interpretability, meaningfulness, and validity 
of constructs and inquiry results by both capitalizing on inherent method strengths and 
counteracting inherent biases in methods and other sources” (Greene, Caracelli & 
Graham, 1989, p. 259). A mixed method approach enhances the depth of the research 
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and ensures the validity of the frames established in study 1, the responses of consumers 
determined in study 2 and the ensuing characteristics determined in study 3.
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Figure 3.1 - Purposes for Mixed-Method Evaluation 
 
Purpose Rationale Key theoretical sources 
TRIANGULATION seeks convergence, 
corroboration, correspondence of results from the 
different methods. 
To increase the validity of constructs 
and inquiry results by counteracting 
or maximising the heterogeneity of 
irrelevant sources of variance 
attributable especially to inherent 
method bias but also to inquirer bias, 
bias of substantive theory, biases of 
inquiry context. 
Campbell and Fiske, 1959 
Cook, 1985 
Denzin, 1978 
Shotland and Mark, 1987 
Webb et al., 1966 
COMPLEMENTARITY seeks elaborations, 
enhancement, illustration, clarification of the 
results from one method with the results from the 
other method.  
To increase the interpretability, 
meaningfulness, and validity of 
constructs and inquiry results by both 
capitalizing on inherent method 
strengths and counteracting inherent 
biases in methods and other sources. 
Greene, 1987 
Greene and McClintock, 1985 
Mark and Shotland, 1987 
Rossman and Wilson, 1985 
DEVELOPMENT seeks to the use the results from 
one method to help develop or inform the other 
method, where development is broadly construed to 
include sampling and implementation, as ell as 
measurement decisions.  
To increase the validity of constructs 
and inquiry results by capitalizing on 
inherent method strengths.  
Madey, 1982 
Sieber, 1973 
  83 
INITIATION seeks the discovery of paradox and 
contradiction, new perspectives of frameworks, the 
recasting of questions or results from one method 
with questions or results from the other method. 
To increase the breadth and depth of 
inquiry result and interpretations by 
analysing them from the different 
perspectives of different methods and 
paradigms.  
Kidder and Fine, 1987 
Rossman and Wilson, 1985 
EXPANSION seeks to extend the breadth and 
range of inquiry by using different methods for 
different inquiry components.  
To increase the scope of inquiry by 
selecting the methods most 
appropriate for multiple inquiry 
components.  
Madey, 1982, Mark and Shotland, 
1987 
Sieber, 1973 
Source: Greene, Caracelli and Graham, 1989, p. 258  
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3.3 PARADIGM  
 
Paradigms are sets of “linked assumptions about the world … shared by a 
community of scientists investigating that world” (Deshpande, 1983, p. 101), with 
the choice of an appropriate paradigm a common starting point for researchers. “A 
paradigm may be viewed as a set of basic beliefs (or metaphysics) that deals with 
ultimates or first principles. It represents a worldview that defines, for its holder, the 
nature of the “world” …” (Guba & Lincoln, 1994, p. 107). Scientific research 
paradigms are overall conceptual frameworks, within which researchers work to 
determine sets of assumptions about the world, which are shared by others 
investigating that same world (Healy & Perry, 2000). Four scientific paradigms have 
been identified (Guba & Lincoln, 1994): 
 
(i) positivism; 
(ii) postpositivism (critical realism); 
(iii) critical theory; and 
(iv) constructivism. 
 
Within each scientific research paradigm there exists three elements;  
1 .  ontology w h i c h  r e p r e s e n t s  the “reality that researchers 
investigate” (Healy & Perry, 2000, p. 119); 
2 .  epistemology which ref lects the “relationship between that reality 
and the researcher” (Healy & Perry, 2000, p. 119) and; 
3 .  methodology which is the “technique used by the researcher to 
investigate that reality” (Healy & Perry, 2000, p. 119). 
 
While a comprehensive overview of each paradigm is beyond the scope of 
this chapter, each of the four paradigms and a summary of the elements of each are 
outlined briefly below and presented in Figure 3.2.
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Figure 3.2 – Competing Paradigms in Qualitative Research 
 
Item Positivism Post positivism Critical Theory et al. Constructivism 
Ontology Naïve realism - "real" reality 
but apprehendable 
Critical realism - "real" 
reality but not imperfectly 
and probabilistically 
apprehendable  
Historical realism - virtual 
reality shaped by social, 
political, cultural, 
economic, ethnic, and 
gender values; crystallized 
over time 
Relativism - local and 
specific constructed 
realities 
Epistemology Dualist/objectivist; findings 
true 
Modified dualist/ objectivist; 
critical tradition/community; 
finding probably true 
Transactional/subjectivist; 
value mediated findings 
Transactional/subjectivist; 
creative findings 
Methodology Experimental/manipulative; 
verification of hypotheses; 
chiefly quantitative methods 
Modified 
experimental/manipulative; 
critical multiplism; 
falsification of hypotheses; 
may include qualitative 
methods 
Dialogic/dialectical Hermeneutical/dialectical 
 
Source: Guba and Lincoln (1994, p. 109). 
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Essentially, positivism predominates in science and assumes that science quantitatively 
measures independent facts about a single apprehensible reality (Guba & Lincoln, 1994; 
Tsoukas, 1989). While representing the predominant scientific research methodology, 
positivism tends to ignore the real-life experiences of people, separating the researchers from 
the world they study (Healy & Perry, 2000). While positivism tends to follow a quantitative 
pathway, the other three paradigms are more suited to a mixed-method or qualitative research 
approach. The positivistic approach was viewed as somewhat narrow and inflexible for the 
purposes of this research. This was because there was little known about the topic and the most 
appropriate research approach involved a mixed-methodology. A lack of a previously 
determined instrument appropriate for analysis to undertake exploratory research suggested 
that a mixed methodology would be the most suitable approach to take.  
Postpositivism believes that there is a real world to discover, even though it might only 
be imperfectly apprehensible (Guba & Lincoln, 1994; Healy & Perry, 2000; Tsoukas, 1989). 
The postpositivism paradigms have largely emerged as a reaction from researchers where 
Zacharidis, Scott and Barrett (2010, p.3) stated that “positivism has been criticized for a “naïve 
realism” in which reality is apprehendable and knowledge can easily be captured and 
generalized in a context-free form (Guba and Lincoln 1994)” and “more specifically, realism 
has been heavily criticized from the philosophies of empiricism and conventionalism (Mingers 
2004)”. In response to this criticism, postpositivism paradigms have arisen that strive to address 
the ontological and epistemological flaws of positivism (Zacharidis et al., 2010). One of the 
most prominent of these is critical realism which was largely established by Bhaskar (1975, 
1978, 1989, 1998). Healy and Perry (2000) identify the range of methodologies present in 
realism research as being in-depth interviewing, case research and survey / structural equation 
modelling. These methodologies range from theory building to more theory-testing 
methodologies, with the view that realism research potentially underlies many of the methods 
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used by social science researchers.   
Critical theory, emphasises social realities incorporating historically situated structures, 
aimed at critiquing and transforming social, political, cultural, economic, ethnic and gender 
values. Long-term ethnographic and historical studies underpin this paradigm (Healy & Perry, 
2000). This approach is less likely to be implemented by a management or marketing 
researcher unless there is a clear emphasis on liberating ideas from their historical mental, 
emotional or social structures (Guba & Lincoln, 1994). 
The paradigm of constructivism, holds that truth is a belief system held in a context. 
Constructivism inquiries about the ideologies and values that lie behind a finding so that 
‘multiple realities’ can be formed. The requirement here is that the researcher be a passionate 
participant during the fieldwork to identify consumer or social behaviour outcomes such as 
prejudice (Lincoln & Guba, 1985).  
In identifying with a paradigm, postpositivism or critical realism becomes relevant 
when moving between theory-building methods and qualitative questions about a 
predetermined outside reality. For this research, cr i t i cal  realism presented the most relevant 
ontological view of reality and the most pertinent methodological option, and as such was 
chosen. Critical theory and constructivism were taking an overly subjective view, using the 
researcher in the role of a passionate participant to develop a view of reality. A postpositivist 
or critical realist perspective in this research allows an understanding of reality to be 
developed through i n i t i a l l y  i d e n t i f y in g  th e  p r o b l em  a n d  t h e n  s e e k i n g  t o  
a n s w e r  q u e s t i o n s  r e l a t i n g  t o  t h e  p r o b le m .  In support of a c r i t i c a l  realism-
influenced method, the mixed-method approach taken by this research is aimed at developing 
a more objective view of the way MMA is perceived within the community. This is in line 
with the postpositivist view that while there is a single reality, there are multiple perceptions 
  88 
of that reality, each of which should be considered. This enables that even the relatively 
quantitative method of structural equation modelling fits within the critical realism paradigm, 
particularly being relevant in those research situations when complex phenomena have already 
been sufficiently understood to warrant an attempt at generalisation to a population 
 
3.4 RESEARCH AIM AND QUESTIONS 
 
 Chapter 2 provided a critical analysis of relevant literature, reviewing issues such as 
martial arts, MMA and the UFC, adoption, media analysis, segmentation, fandom, attitudes, 
dysfunctional behaviour and dissemination of opinions. The structure of this research seeks to 
create a model of sport adoption that is the direct result of extensive investigation into 
surrounding variables which impact MMA / combat sport / sport adoption. There are 3 stages 
to the research which are identified in Table 3.1.  
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Table 3.1 - Research Overview 
 
Stage Activity Aim 
Analysis 1 
Qualitative Content 
Analysis Stage - Media 
Research and Analysis 
This section provides a background to the media 
input towards the consumer’s views regarding 
MMA in Australia. The way the sport is portrayed 
by the media is identified in this context.  
Analysis 2 Quantitative Research Stage - Pilot Survey 
From analysis stage 1 a list of items relevant to 
consumer perceptions of MMA was identified and a 
survey tool was developed. Analysis stage 2 
incorporates the use of a survey tool distributed to a 
student/panel sample. The purpose of this stage is to 
test the survey tool so it accounts for all the desired 
variables to be tested in the full sample.  
Analysis 3 
Quantitative Research 
Stage – Full Sample 
Survey 
Analysis stage 3 incorporates the use of the updated 
survey tool distributed to a representative sample of 
the population of Victoria. Consumers’ attitudes, 
opinions and behaviour towards MMA were 
identified and through this, a conceptual model 
accounting for consumers’ negative-to-positive 
responses to MMA is presented. 
 
  
 These 3 stages of analysis seek to address gaps identified in previous research relating 
to both polarising opinion outcomes and the sport of MMA presenting as one of those 
polarising issues. In essence, significant gaps in literature can be shown as being:  - Current attitudinal and fandom frameworks do not accommodate for polarising issues  - MMA is an emerging and rapidly growing sport. As such scholarly research regarding 
it is still limited in many areas. 
 
  As such, the research objectives are: - Identification of the current media and public views towards MMA; - Determination of consumer characteristics within Victoria relative to their attitudes and 
behaviour towards MMA; 
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- Proposal of a conceptual model which illustrates these consumer perceptions and 
possibility for change along this continuum; - Ascertaining facilitators and barriers to the adoption of MMA in Victoria and; - Informing strategy for maintaining and developing current fans, the potential for 
attracting those who are indifferent to MMA and nullifying opinions of those who are 
strongly opposed to MMA. 
 
Additional detail summarising the three proposed stages of analysis follows. 
 
3.5 METHOD – MEDIA FRAMING ANALYSIS 
 
3.5.1 Media Content Analysis  
 
 The first stage of analysis for this dissertation is a media content analysis. This is 
undertaken through conducting a framing approach. A media framing analysis is a type of 
media content analysis which can be used to determine the way in which the media seeks to 
portray a given issue to the public. The way the public perceive an issue can be the result of 
the information they are exposed to. One mechanism from which the public receive information 
is via the mainstream media who can play a predominant role in creating the public’s reality.  
Analysis stage 1 sought to address a gap / limitation in literature by addressing the media 
portrayal of MMA and the UFC from an Australian context. This analysis took a media framing 
approach from the perspective of the two major newspaper distribution arms in Australia. 
Fairfax Media’s main online newspaper distribution, as well as the News Corporation online 
newspaper services provided the input for this stage. Due to the many differences of opinion 
recorded within the articles and stories written in these newspapers, they were determined most 
appropriate to form the basis for the review. These issues include political, social, economic 
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and legal arguments such as legalising the use of a cage /octagon, the cultural and societal 
influences of people fighting in a ring and claims of links to detrimental effects such as street 
violence. Given the reporting about these, and other issues that were emerging within the two 
main newspaper distributors, it was thought pertinent to address the way these media outlets 
refer to and shape attitudes to MMA and the UFC. 
Analysis stage 1 investigates the way the media frames MMA in Australia, to determine 
how consumers perceive the sport. To assess the consumer perception towards MMA, it was 
important to identify exactly what the media is saying about MMA across Australia. The 
purpose of this thorough analysis was to determine common themes that national-level 
newspapers commonly discussed with respect to MMA. These themes could then be 
collectively analysed, and used to demonstrate a media frame, representing the way the media 
frames the sport to the Australian public.  
Media frames can present an important insight and driver around public perceptions.  
Tuchman (1978), cited in Eagleman (2011, p. 157) states “frames used by journalists help to 
construct reality for the public”. An individual’s reality is the construct of the information they 
are exposed to, this being different for each person based on components such as culture, 
gender, religion, experiences, attitudes and so forth. Framing analysis entails the thematic 
coding or in-depth analysis of meaning in articles to be presented.  
Naraine and Dixon (2014, p. 191) support the above view, stating that agenda setting 
and media framing have merged and that “agenda setting has revealed a link between the 
importance of social realities and the amount of news coverage said reality receives… and 
“media framing illustrates how presentation shapes understanding’’ (Wachs, Cooky, Messner, 
& Dworkin, 2012, p. 422)”. Media framing theory and typology was discussed in Chapter 2 
and as such, the following is a brief overview of content analysis in terms of how it was applied 
from a methodological perspective.  
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 A key feature of developing a media framing analysis is similar to that approached 
through content analysis. With respect to content analysis, Lasswell (1948) (as cited in 
Shoemaker and Reese (1996, p. 21) described communication as being “who – says what – 
through which channel – to whom – with what effect”, with each of these elements being 
crucial to effective content analysis. Here, ‘who?’ incorporates elements such as specific 
companies and journalists or writers that are creating the content. ‘Said what?’ regards issues 
such as specific information, general themes, stories and issues that are heavily covered, or the 
framing of issues. ‘Through which channel?’ is with respect to the platform that the content is 
communicated, in this case, newspapers. ‘To whom?’ indicates that content analysis requires 
analysis of demographics that consume the media. This aids in understanding the final stage, 
investigating ‘to what effect?’. With respect to media framing, this can be as significant as the 
construction of public’s reality. Berelson (1952, p. 241) supported this in stating that: 
In content analysis, researchers examine artefacts of social communication. 
Typically, these are written documents or transcripts of recorded verbal 
communications. Broadly defined, however, content analysis is “any technique 
for making inferences and systematically and objectively identifying special 
characteristics of messages” (Holtsi, 1968, p. 608). 
 
3.5.2 Data Collection and Analysis 
 
Content analysis research representing print media and sport organisations has been 
conducted by Howland, Becker and Prelli (2006), Levinsen and Wien (2011), Martins et al. 
(2013) and Wright, Eagleman and Pederson (2011). Other research, specifically related to 
media framing within a sport context has been undertaken by Masucci and Butryn (2013), 
Naraine and Dixon (2014) and Santos et al. (2013). What is common to these researcher’s 
efforts, has been their investigation into media reports, and development of a coding framework 
to identify elements contained within the storyline.  
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The methodology for conducting this framing analysis of Australian print media 
incorporated a similar approach used by others, in which media articles were gathered and 
coded for meaning.  The major Australian newspaper providers, Fairfax Media and News 
Corporation, provided the content for analysis. These two media companies are considered the 
predominant newspaper providers in the country, with Fairfax Media producing and 
syndicating major domestic newspapers, The Age, The Financial Review and Sydney Morning 
Herald, while News Corporation produces major newspapers The Herald Sun, The Daily 
Telegraph, The Australian and The Courier Mail. Both companies also produce a host of other 
syndicated state-wide and local newspapers and magazines which were not included as part of 
this research.  
A database was not used for this search effort. Rather, the following key terms were 
used in the newspapers online search bar function. Online searches of these newspapers were 
conducted using the terms ‘Mixed Marital Arts’, ‘MMA’, ‘Ultimate Fighting Championship’ 
and ‘UFC’. It is noted that in the case of Australian media, the online versions of articles 
accurately align and, in most cases, are very like those published in the hard copy versions of 
the newspapers. In total, 307 articles were found from the initial search. However, the majority 
of these articles carried one of the following traits and were omitted from analysis: a) they were 
duplicates (usually the same article published by two different newspapers under the same 
corporate banner i.e. in The Age and the Sydney Morning Herald); b) the article simply 
provided a preview of a fight and not a story about UFC or MMA as a sport; c) the article only 
reviewed a fight or; d) the article only provided statements (for example) broadcasting an 
upcoming fight or relevant details of the fight and its outcome. This left 68 articles remaining 
for analysis, commencing from reporting beginning in 2009 (the first articles found from using 
the search terms). This is likely a result of the first UFC event being held in Australia in 
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February of 2010, in Sydney. Prior to this, no UFC events had been held in Australia, and thus 
coverage of the sport was limited.  
To develop perceived frames from the sample of articles, and to ensure frames were 
prevalent, not simply the opinion of one researcher, each article was read once by the principal 
researcher to gain a general overview of the media’s portrayal of the MMA in Australia (a 
measure undertaken by Santos et al. (2013)). The process conducted by Santos et al. (2013) 
was then followed, with three different researchers being involved. This process began with a 
“long preliminary soak”, followed by “close reading and identification of terminology in each 
article that help illustrate story focus, source attribution, and any discursive approaches that 
may have established a dominant frame in the article” (Santos et al., 2013, p. 73). A 
comprehensive narrative was created from this process. Following this, themes were collated 
and labelled, serving to refine the “narrative emphases identified” (Santos et al., 2013, p. 73). 
Finally, following discussion amongst the researchers, overarching themes “revealing 
relationships and differences in the framing of public official’s discourse concerning MMA” 
(Santos et al., 2013, p. 73) were identified. From this process, the three researchers identified 
and agreed to frame(s) that emerged from the articles. 
 
3.6 METHOD – STUDIES 2 AND 3 – SURVEY 
 
3.6.1 Introduction 
 
 Themes determined from analysis stage 1 prompted the finding of a conflict frame. This 
suggested that the relationship between newspaper articles and public opinion is a complex 
one. As a result, it was determined that to explore the research problem further, a 
comprehensive survey be undertaken to determine whether these themes were, in fact, reflected 
in public opinion. Through undertaking a survey to build on the media framing outcomes, it 
can be determined whether there are indeed conflicting or polarising segments within a 
Defining and Legitimizing the UFC 
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population. These segments could be addressed from the perspective of their general 
knowledge, and views on the image, legality and perception towards MMA events. A sample 
taken from the general population of people residing in Victorian was used to respond to the 
survey.  
 
Analysis stage 2 presented a pilot survey developed from existing scales, as well as 
from an extensive scale development process. The purpose was to test the strength of the media 
frames including how robust the scale development process was, and that the survey tool 
measured all that it was intended to. The survey instrument was refined from the pilot and then 
administered to a larger more representative sample of consumers in Victoria in analysis stage 
3.  
 
 
3.6.2 Methodology 
 
To effectively gauge the behavioural and attitudinal responses of a larger sample, it was 
determined a survey tool would be most appropriate. The initial results were drawn from a pilot 
survey that was completed from a combination of Deakin University students (67) and a paid 
Qualtrics panel of Victorian consumers (70). Qualtrics are a global research panel and readily 
provide sample population access for many institutions including universities. While a panel 
brings with it limitations associated with panel bias, due to time and financial constraints, a 
panel was deemed the best manner to access the sample size required both to test the survey 
tool, and for the full survey. The panel provided the opportunity to obtain a sample 
representative of the population of Victoria.  
This pilot survey enabled responses to be developed into a final survey instrument 
which was then administered to a paid Qualtrics panel (n = 310).  While the final sample 
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included an element of ‘panel bias’, it was deemed the most efficient means for acquiring the 
required sample in terms of ease, time and cost constraints.  
Each of the studies and samples are presented as independent stages of the research, 
and as such serve distinct purposes, as follows: 
1. A student and smaller Qualtrics paid sample was used as the first stage to test-pilot the 
survey to review and refine the survey tool.  
2. A larger Qualtrics paid panel sample was used to better understand a general population 
and attitudes towards the sport, develop segments towards the sport, and determine the 
proportion of the general population that might fit each segment (i.e. a market sizing 
stage). This sample presented a representative capture of the region under investigation. 
 
 
Each part of the data collection forms a distinct study, and analysis followed each of 
the stages. The first part (termed Analysis stage 2) largely presented descriptive analysis and 
exploratory factor analysis, while the second part (termed Analysis stage 3) implemented a 
range of descriptive and frequency analyses, confirmatory factor analysis, regression analysis 
followed by structural equation modelling (SEM) and finally clustering techniques. 
The survey tool included a range of demographic, geographic, psychographic, 
cognitive, behavioural and attitudinal measurement items and can be viewed in Appendix 4 
(Study 2) and Appendix 5 (Study 3; refined survey). These were determined through scale 
development beginning with the frames and their coinciding themes as determined from the 
media framing analysis. Demographic, geographic and psychographic variables were tested to 
accurately describe defining characteristics, as well as assist in multi-variable comparison in 
the analysis stage. The cognitive stage enabled determination of general or technical 
knowledge of MMA and knowledge of the sports actual or perceived effects on Australian 
society. The behavioural stage ascertained consumption (mild to heavy), or avoidance (mild to 
heavy) of sport in general, as well as MMA in Australia. The attitudinal stage viewed attitudes 
towards MMA, as well as the perceived effect individuals believe MMA has on society within 
Australia. In all cases Likert Scales, Juster Scales, choosing among alternatives (multiple 
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choice), ranking in order of importance and open-ended questions (where necessary) were 
used, to provide for greater insights. Survey structure and questions regarding MMA were 
drawn entirely from the media framing analysis and followed a traditional scale development 
approach. 
 
3.7 SCALE DEVELOPMENT 
3.7.1 Introduction 
 
 The purpose of this section is to provide a comprehensive explanation of the stages 
involved in the development of the scale for the survey. The process for scale development was 
ascertained from DeVellis (2012).  DeVellis breaks down a scale development process into 8 
concise stages which can be easily addressed and explained. This 8-stage approach enhances 
the scales reliability and validity in its application and justification.  
3.7.2 Scale Development Process 
 
 The following section identifies the stages and explains thoroughly, the process 
undertaken at each stage in the development of the scale.  
 
Step 1 – Determine clearly what it is you want to measure 
 
 This stage is of paramount importance, as it sets up the entire scale development 
process. If one does not clearly state the exact nature of what it is they wish to measure, the 
entire ensuing process may be affected. Therefore, it can be stated that the survey tool was 
developed: 
 
 ‘To understand the segments of consumers in Australia with respect to their attitudinal loyalty, 
behavioural loyalty and involvement with, and disposition towards, Mixed Martial Arts.’ 
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 Research into similar areas testing attitudes, behaviours, knowledge and opinions in 
general and in relation to sport were also consulted (referred to in Chapter 2). This dissertation 
investigated attitudes that impact Victorian consumers to consume or avoid MMA sports 
products.  
 
Step 2 – Generate an item pool 
 
 DeVellis (2012) raises several issues that should be considered in this stage. Initially, 
items that reflect the scale’s purpose were identified. Items were chosen from the four frames 
determined from the media content framing analysis. These items were identified as; Defining 
and Legitimizing the Sport; Growth and Economic Benefit; Impact and Image on Society and; 
Political and Government. These frames were further developed into constructs, identified as: 
Legitimacy; Social Impact; Economic Benefit; Violence; Political/Government; 
Image/Promotion; Knowledge/Cognitive and; Attitudes. Each of these constructs evolved from 
the framing analysis.   
Arising from the framing categorisations, both positive and negative statements were 
identified. The frames were analysed alongside relevant literature into MMA and relevant 
theoretical models.  Much of the literature was used to ascertain what other research showed 
as causing these themes or constructs.  
Brainstorming on behalf of the researchers was the final process employed.  Using the 
researcher’s knowledge of MMA, the themes, newspaper / SM / forum / blog articles and 
general discussion, the researchers looked to ‘fill in any missing pieces’ that would be causing 
each construct. This approach enabled a series of concise statements to be generated. Using 
this approach enabled several items to be developed. DeVellis (2012) explains that you include 
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more items than you plan to include in the final scale. The more items you have, the more 
stringent you can be about choosing the best ones.  
 What DeVellis (2012) refers to as redundancy followed. DeVellis (2012, p.78) points 
out that redundancy is not necessarily a bad thing and can assist in scale development, stating 
that “by using multiple and seemingly redundant items, the content that is common to the items 
will summate across items while their irrelevant idiosyncrasies will cancel out”. However, 
items that measure the same thing are in fact undesirable, and this process involved reviewing 
the statements from every construct and colour coding the ones that were deemed to measure 
the same thing. This lead to the next stage of refining the measures. Items that were very similar 
or measured similar things were grouped together, displaying all the items that were truly being 
measured. This process involved producing multiple spreadsheets of potential items as 
illustrated in Appendix 1 and 2.  
Reviewing and refining every statement allowed for a single or few overarching statements 
to be determined for each theme. These statements encompassed all issues initially recognised, 
and each item was addressed individually and collectively to remove every case of replication 
or redundancy. Appendix 3 presents the initial statements and refined measures that were 
expanded for the scale development process. 
All the items in Appendix 1 and 2 followed the process outlined by DeVellis (2012) 
whereby, “characteristics of good and bad items (p. 81)” and “positively and negatively worded 
items (p. 83)” were identified.  With respect to all item characteristics, it was determined by 
the researcher that items should avoid being exceptionally long, be written in plain and basic 
English and measure only one thing. Positively and negatively worded items were introduced 
throughout the scale, in almost all cases. As stated by DeVellis (2012, p. 83), this can help 
eliminate agreement bias.  
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Step 3 – Determine the format for measurement 
 
 The research introduced different quantitative and qualitative measures including 
choosing from amongst alternatives (MCQ’s), 7-point Likert Scales, rating / ordering items 
with respect to their importance or relevance, open ended / descriptive text and semantic 
differential’s to most effectively or accurately gauge the reasoning behind participant’s 
attitudes, behaviours and understanding towards and of MMA in Australia. Care was taken 
with the above statements to provide odd numbered scales to allow those who genuinely did 
not feel strongly either way to express their sentiments, while leaving other questions (where 
deemed necessary) with even numbered scales, to force picking ‘a side’.  
 
Step 4 – Have initial item pool reviewed by experts 
 
 To maximise the content validity (DeVellis, 2012), three researchers were involved in 
the scale development process, comprised of the PhD Candidate and the PhD Candidate’s two 
supervisors. Issues such as the relevance of each item being aligned to what was intended to 
be measured, evaluating the clarity of items, and reviewing any phenomenon that the scale had 
missed was undertaken. As one of the researchers was initially less knowledgeable regarding 
the context (MMA), this was used to advantage in determining whether the questions were 
clear and understandable to a ‘normal person’. 
 The items were drawn from the findings of the framing content analysis and resulted in 
over 190 items being developed. These items were reviewed and reduced into categories. Each 
comment was reviewed and re-categorised into a set of overarching statements. The statements 
covered all the themes determined from the framing outcomes. The result was the 
establishment of 30 useable items, covering various MMA-related themes.  
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Step 5 – Consider inclusion of validation items 
 
 DeVellis (2012) refers to instances where participants may (for example) want to 
portray themselves in a positive social light, thereby distorting results. Strahan and Gerbasi’s 
(1972) social desirability scale recommended by DeVellis was reviewed for possible inclusion 
into the survey. This inclusion was thought necessary to overcome the possibility that those 
who associate MMA with street violence and negative social implications may look to bias 
their results through being super critical towards MMA to illustrate themselves in a positive 
social light. While the social desirability scale was considered, the fact that distribution of this 
survey would be online and allow for privacy and anonymity for participants, it was not 
anticipated that participants would significantly bias the results to provide a more socially 
acceptable response.  
 
Step 6 – Administer items for a development sample 
  
 The test pilot sample (student and panel sample) of 137 was deemed to be sufficient for 
testing the validity and reliability of the survey and large enough to eliminate subject variance 
(DeVellis, 2012). Student samples at universities are often considered to provide sufficient 
representation of the general population due the diverse characteristics of students (Druckman 
& Kam, 2009). As such it was believed that 137 participants comprising half students and half 
public provided an appropriate sample to pilot test the survey before recruiting the main 
participant panel.  
 Step 7 and 8 in the DeVellis (2012) model are associated with evaluating and optimising 
the scale. Given that the initial steps (the Student / initial panel sample) formed part of a pilot 
survey, the next stage was then to conduct the full survey.   
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Step 7 – Evaluate the items & Step 8 – Optimise scale length 
 
 The evaluation of scale items was undertaken by three researchers. Due to cross-
loadings evident in the Exploratory Factor Analysis (EFA) process, and/or poor scores, the 
resulting 30 items were reduced to a total of 26 items; 3 items representing Economic Benefit; 
7 items representing Legitimacy; 4 items representing Political/Government, 6 items 
representing Social Impact and; 6 items representing Violence. These items were further 
checked to ensure they were clearly worded and were measuring one specific construct, to 
avoid, any cross loading. The final 26 items reviewed all the desired themes under these factors 
and were included in the full sample. This is discussed more thoroughly in Chapter 5.  
Analysis stage 3 used the final format of the survey tool, having been tested and refined. 
Fundamentally, this survey had the same major sections as the pilot survey, with some items 
removed after analysis. Resulting from the survey, characteristics of consumers were 
identified, and the scale development constructs were used as predictors of involvement, 
disposition, attitudinal and behavioural loyalty with, MMA.  
 
3.8 SURVEY INSTRUMENT 
3.8.1 Introduction 
 
 The purpose of this section is to identify the stages and discuss the further scales used, 
in the final survey instrument tool.   
3.8.2 Survey Instrument 
 
 The final survey instrument that was applied to this research presents a more refined 
instrument. The key differences between the pilot survey (Appendix 4) and the final survey 
(Appendix 5) which were administered are explained. 
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 The addition of two outcome scales were incorporated into the final survey instrument. 
This included a 5-item attitude scale (Doyle, Filo, McDonald & Funk, 2013) and a behavioural 
scale (Fink, Trail & Anderson, 2002; Karg & McDonald, 2011) which was ultimately reduced 
to a 4-item scale. An attitudinal scale was included to understand the participant’s attitude 
towards MMA in Australia. This was then used as one of four outcome variables to test the 
scale. 
 A behavioural scale was included due to the researchers wanting to gather a direct 
indication of consumer’s behavioural loyalty to use as an outcome variable for later analysis. 
The behavioural scale was reduced to four items, as some items regarded issues such as wearing 
logos and team colours, which were not applicable to this research. Some of the scale items 
coined ‘MMA Attitudes’ were deleted from the pilot survey, as they were deemed to not be 
representative of the requirements for inclusion in the final survey. In this instance, six items 
were removed from the scale (one from the Economic Benefit section; one from the Legitimacy 
section; one from the Political/Government section; two from the social section and one from 
the violence section). This was due to items cross-loading against other factors, not loading 
sufficiently (i.e. loading too low in the EFA analysis) or were redundant or not measuring what 
they were intended to. 
 Finally, the survey instrument was re-ordered in parts to make it flow better for the 
reader. This included breaking up parts of the scale which was too long or content heavy in 
each section. This was simply to make the survey easier to read and thereby reduce potential 
non-completion rates.  
3.8.2.1 Survey Design 
 
 The first section of the survey consisted of a plain language statement and consent form 
(Appendix 6 and 7) which had to be agreed to prior to commencing the survey. Further, the 
first two questions of the survey included: 
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- Are you a Victorian resident and over the age of 18? - Do you know what Mixed Martial Arts is?  
 If participants did not answer yes to both these screening questions, they were thanked 
for their interest, but disallowed from participation in the survey.  
 The second section of the survey was comprised of demographic and geographic 
questions such as age, gender, income and so forth, to begin to characterise the sample.  
 Psychographic and behavioural questions (respectively) were asked in order to further 
characterise the sample. This enabled an understanding of the personality type to be 
established, and more specifically relating to the research, issues such as sport interest, sport 
consumption motivation and sport live attendance. Following this, MMA specific questions 
were raised regarding attendance consideration and actual attendance, and reasons for or 
against this. This section was used to understand what percentage of the sample would be 
classified as sport-active, what sports the sample participated in and what percentage had 
attended combat sport or MMA events, why and why not.  
 Questions relating to cognitive and attitudinal considerations followed, which asked 
how the participants believed the media framed MMA (to follow up on the media framing 
analysis conducted), on what platforms they had been exposed to MMA, and their overall 
attitude towards the sport.  
 Next, the survey included the legitimacy, political/government, social impact and 
violence items that resulted from the scale development process. These questions were written 
as statements and participants indicated their level of agreement on a 1-to-7 Likert scale 
(strongly disagree to strongly agree). This section formed a key part of the research process as 
it identified the predictors of MMA outcomes. This extensive list of items was distributed 
throughout the questionnaire to increase the readability of the survey and reduce participant 
drop out or incompletion.  
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 An involvement scale drawn from Zaichkowsky (1985) followed. This was 
presented as a measure of dysfunctional consumer behaviour. The involvement scale was posed 
as a semantic differential 8-point scale. Neutral statements are made, and participants could 
indicate their agreement or disagreement to this statement. Importantly, as this scale provided 
8 options (is an even numbered scale), there is no mid-point, thus ensuring consumers are 
categorised into either positive or negative groups for each item. Involvement is defined by 
Iwasaki and Havitz (1998, p. 260) as a “state of motivation, arousal or interest toward a 
recreational activity or associated product”. This was vital to measure as one an outcome 
variable, as it was an established measure of consumer’s engagement with a product and a key 
aspect of further analysis. The Zaichkowsky (1985) scale was chosen as the most appropriate 
involvement scale over the Laurent and Kapferer (1995) scale. Both of these scales have been 
evaluated substantially in past literature, with modifications and issues highlighted. Research 
has found some difficulty in maintaining or validating the dimensions as multi-dimensional in 
the Laurent and Kapferer (1995) scale. This was evident in Rodgers & Schneider’s (1993) 
review of the scale where they found that pleasure and interest would converge under a single 
factor and could not be distinguished from one another. 
 Zaichkowsky (1985) is the far more commonly used scale for involvement. Zaichowsky 
(1985) is a more practically focussed tool and is more easily interpreted by respondents 
considering it presents short questions, followed by simple response requirements to a number 
of variables. As such, items used were drawn from the scale, and others were adapted to be 
specific to the MMA sport product. 
 Finally, dysfunctional behaviour was explored, providing 5 specific statements, with 
only a yes or no option available. This section was included to further classify the negative 
segments later, as it indicates what active negative behaviour the participants had engaged in. 
A final single item question was included to identify disposition. The statement ‘My disposition 
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(overall position) towards MMA is positive’ was provided, and participants indicated their 
level of agreement on a 1-to-7 Likert scale (strongly disagree to strongly agree) to this 
statement. This single item scale was a more simply method for measuring consumers feelings 
towards the sport and was the final outcome measure used in later analysis.  
 The survey tool was made of several sections that encompassed classifying the sample, 
sport and combat sport interest and behaviour, and MMA specific sections. The results of this 
survey were then used for the analysis presented in Chapters 5 and 6 and the discussion and 
conclusions of Chapters 7 and 8.  
 
3.8.3. Survey Procedure 
 
 The survey tool was open for 12 days and was live for this entire period. The survey 
took an average of 15 – 20 minutes to complete. For the study’s pilot survey, the survey was 
open for one month during the end of the academic trimester period at Deakin University, as 
the researcher sought to complete this study with student responses. To complete the study 
with the required number of responses, following this period the researcher contacted 
Qualtrics and paid for an additional 70 responses. 
 
3.9 METHODS FOR ANALYSIS 
 
 Initially, survey results were reviewed for their level of completion. Surveys which 
were incomplete were removed from the data set. Missing data was not of concern for these 
studies, as those with missing data in Study 2 (pilot survey) were removed, and Study 3’s 
sample was drawn from a panel, and thus were all complete. Following this, basic descriptive 
and frequency data analysis techniques were used to familiarise the researcher with the data 
holistically.  
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 Exploratory Factor Analysis (EFA) technique is defined Hair (2010) as “an 
interdependence technique whose primary purpose is to define the underlying structure among 
the variables in the analysis”. This technique was conducted on the ‘MMA Attitude items’ as 
part of the pilot test. EFA was thereby used to identify the underlying structures of the result 
of the scale development process (the MMA Attitude items). This effectively categorised 
certain items into factors in an effort to ascertain whether they are measuring the same thing. 
As no correlation amongst factors is assumed in this exploratory stage, an Orthogonal method 
was used (Varimax Rotation). Finally, Principal Components Analysis was used as 
“component analysis is used when the objective is to summarize most of the original 
information (variance) in a minimum number of factors for prediction purposes” (Hair, 2010, 
p. 106).  
 Once the items had been reduced for the main survey, Confirmatory Factor Analysis 
(CFA) was then conducted. Hair (2010, p. 21) states that “in a confirmatory factor analysis the 
researcher can assess the contribution of each scale item as well as incorporate how well the 
scale measures the concept (reliability)”. This process is a test of what was explored in the EFA 
stage. Here, Hair (2010, p. 94) states “…the researcher has preconceived thoughts on the actual 
structure of the data, based on theoretical support or prior research… in these instances the 
researchers requires that factor analysis take a confirmatory approach”.  
 Structural Equation Modelling (SEM) followed, enabling the creation of a model 
regarding drivers or motivations for consumption / adoption. As stated by Hair (2010, p. 604), 
“structural equation modelling can examine a series of dependence relationships 
simultaneously. It is particularly useful in testing theories that contain multiple equations 
involving dependence relationships”. This model contained the MMA Attitude variables 
determined from the scale development process, as well as the four outcome variables 
discussed in Section 3.8.2.1 above.  
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 Following the EFA, CFA and SEM process, linear regression analyses are utilised. This 
methodology is appropriate for measuring the effect a driver or independent variable has on a 
dependent or outcome variable (Hair, 2010). In this case, the four drivers determined from 
previous analyses are tested against consumers attitudinal loyalty, behavioural loyalty, 
disposition and involvement with MMA in Victoria.  
 Finally, a k-means clustering technique was used to map segments on the conceptual 
framework. All tests were conducted in the statistical analysis program SPSS and AMOS. 
Outcomes from this process are identified more completely in the results Chapters 5 and 6.  
 
3.10 ETHICAL CONSIDERATIONS 
 
Ethics approval was sought before the survey research was undertaken. A copy of the 
low risk application form and ethics process and approvals is presented in Appendix 8 and 9.  
Upon obtaining ethics approval from the University, the researcher contacted Qualtrics (a 
company that provides samples for research) to organise a panel sample. A plain language 
statement (PLS) was provided to participants to gain their permission prior to undertaking the 
survey. Alongside other required information, the PLS indicated the nature of the research, that 
participation was not compulsory, and identified the intended use of the results. No identifiable 
information was requested in the survey tool in order to uphold anonymity. Completed surveys 
were kept on a password-protected computer either at the researcher’s home or university 
property. Any data that was printed out for means of analysis was stored in a locked cabinet on 
university property, in a secure room.  
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3.11 CONCLUSION 
 
 Chapter 3 provides an overview of the methodological techniques used in the media 
framing analysis, introduces the scale development and full survey process including statistical 
analysis techniques that were used to understand and interpret the data into meaningful results. 
The results of the framing content analysis component of the research are presented in Chapter 
4, scale development outcomes and process in Chapter 5 and full survey results in Chapter 6.  
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CHAPTER 4 
RESULTS – MEDIA FRAMING CONTENT ANALYSIS 
 
 
 
4.1 INTRODUCTION 
 
Chapter 4 provides the results for the media framing analysis of Australian newspapers 
with respect to their discussion of MMA (Gaarenstroom, Turner & Karg, 2016). This analysis 
was of 68 articles (reduced from 307) that were reviewed several times by three researchers. 
Resulting themes were collated and named, and overarching themes were identified following 
in-depth discussion. 
Four themes emerged from the articles reviewed. These themes were classified as: a) 
defining and legitimizing the UFC; b) growth and economic benefit of the UFC; c) image and 
impact on society and; d) political and government factors. Each is addressed below.  
 
4.2 DEFINING AND LEGITIMISING MMA AND THE UFC 
 
The first theme that emerged was discussion and justification of whether MMA in fact 
constituted a ‘sport’ (hereafter referred to as ‘Legitimacy’). This was apparent in the titles of 
some articles, such as Harvy and Ryan’s (2013) report, “A disgrace? Ultimate Fighting 
Championship is a bloody amazing sport”, which was integrated into the text of many of the 
articles.  
Commonly featured in reports claiming MMA not to be a sport, was reference to the 
violence and the negative social ramifications of allowing the UFC and related bodies to hold 
MMA events within a community (e.g. “…guilty pleasures of watching extreme violence” – 
Sampson, 2011). Issues such as violence, injuries, the impressionable impact of the sport on 
those watching, the impact on people likely to replicate fighting in the streets, and even 
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comparison to safer or non-contact sports emerged (Brown, 2010; Morri, 2013; Munro, 2014). 
A message which associated the sport with the ancient gladiators was often used as a means 
for justifying why the UFC was not a sport (Clarke, 2013).  
Conversely, articles identifying MMA as a mainstream sport (e.g. Harvy & Ryan, 2013) 
highlight issues such as the discipline, skill and dedication of athletes, the history associated 
with individual martial arts, and that several of the sports or skills demonstrated in MMA are 
already Olympic sports. Pandaram (2010) emphasised that the sport should be desirable to the 
Olympic movement given its mixture of disciplines that already exist in the Olympics, and its 
attraction to an emerging youthful and interested support base. The author stated:   
Ultimate Fighting Championship officials will support a move for 
mixed martial arts to be entered as an Olympic sport… the different 
disciplines of MMA - boxing, wrestling, taekwondo and judo - all 
feature in the Olympics as individual events. Combining them would 
lure a legion of younger fans to the Games, as has been proved by the 
growing popularity of the UFC (2010, para. 1).  
 
Through this, other attempts to legitimise the sport did emerge within the articles. The 
identification of the introduction of an external governing body for all bouts, the use of an 
onsite doctor and the development of extensive rules in place to protect athletes from serious 
injury were presented to demonstrate safety or to dispel thoughts of the sports violent nature 
(Harvy & Ryan, 2013). One aspect that could be seen to be of interest in the newspaper reports, 
was that instead of linking MMA as a combat sport aligned with the largely legitimised sport 
of boxing, there was a backlash against boxing by many of the reports. “The brutality of the 
UFC is far better than the gross mismatching in boxing” (Walshaw, 2013), or “Ultimate 
fighting, the sport that KO’d boxing” (Koch, 2010), clearly reflect an attempt to denigrate the 
sport of boxing on one hand, while seemingly at the same time, attempting to position MMA 
more positively. The message here would seem to be that there is an acknowledgement that 
while MMA is a violent sport, it may in fact be a safer option than boxing (Koch, 2010; 
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Walshaw, 2013) which has received (and still receives) greater global legitimisation, perhaps 
as a result of inclusion as an Olympic sport, or longer history as a sport.   
 
4.3 GROWTH AND ECONOMIC BENEFIT  
 
 
Commercial success, coupled with the extensive broadcasting coverage of major bouts, 
fits alongside the previous section supporting the legitimisation of the sport. Evident in several 
of the articles were themes discussing the growth of the sport (MMA) and the dominant 
organisation (UFC) and the economic benefit that cities or states hosting UFC events may reap 
(Rolfe, 2014; Sankey, 2012). The economic benefit was aligned to growth, where many reports 
cited MMA as the fastest growing sport in the world. The purchasing and re-shaping of the 
UFC by the current owners (Sygall, 2012); its subsequent revival and exponential growth and 
success (Robinson, 2012); highlighting its growth and mainstream adoption and; its landmark 
Australian television deal with Foxtel, featured. The UFCs development into a globally 
recognised commercial entity (Birmingham, 2011) was covered by some of the articles.  
A common theme which emerged among the sample of articles referred to the market 
share regarding fight fans, much of which has been gained by the UFC from boxing (Koch, 
2010; Swanton, 2013; Walshaw, 2013). The economic success attributed to the sport is 
illustrated by Quinn (2010) who stated, “(a)ll 16,500 tickets for the event, priced from $50 to 
$450, sold out in four hours… Channel One HD, which carried it live, expected a viewing 
audience of about 300,000”.   
Once again, while some articles supported the growth and economic message 
associated with MMA, other articles presented a conflicted message when addressing the 
commercial benefits that could be associated with the UFC. There were positive messages 
integrated in many of the reports alongside negative implications and messages. Quinn (2010), 
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for example, headlined with “Caged fury: brutal ‘sport’ a hit with the fans”. This type of 
headline was not uncommon, in one instance referring to the ‘brutal sport’, while the message 
in the storyline referred to how compelling and potentially commercially viable the sport is.  
Headlines such as, “The Ultimate Fighting Championship has abandoned a $50m fight 
card at Etihad…” (Oates, 2014) referred to the fact that those states that had chosen to make it 
difficult for the UFC to stage fights were potentially missing out on large economic gains. 
Economic benefits (potential or actual) of hosting MMA bouts through the UFC featured from 
a positive or negative perspective. Reviews of research and statistics noting the impact of 
events hosted in Australia, and the opportunities being lost to states like Western Australia 
(WA) or Victoria where bans were in place (Ducey, 2013; Oates, 2014; Rolfe, 2014; Sankey, 
2012) featured within these reports.  
 
4.4 IMAGE AND IMPACT ON SOCIETY 
 
 
There was much commentary within the media reports focused on the impact the sport 
has on society. This commentary featured negative statements, often interspersed with positive 
messages. “This is the first time the UFC has come to Australia and despite serious concerns 
about its safety and impact on impressionable viewers, it almost certainly won’t be the last” 
(Quinn, 2010), was a common theme featured within many of the articles. While some articles 
attempted to represent the image and impact of the sport on society, there was a negative focus 
provided regarding the sport’s initial poor image (in terms of its early history). The negative 
imagery reflected upon the early poor safety record and violence initially associated with the 
sport. The reporting which emerged, often portrayed the UFC in a negative light suggesting it 
was too violent, or brings a negative impact on society. This negativity is often contrasted with 
comments identifying the impressive rise of UFC as the number one provider of MMA events 
Defining and Legitimizing the UFC 
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in the world. Some messages contrasted with this violent image portrayal by referring to the 
rules and regulations that have been introduced to make the sport safer, thereby classifying the 
sport more positively.  
This apparent contradiction within many reports, led to Rothfield (2013) asking the 
question, “What does this say about our society?” This article was a negative report into the 
UFC and its violent nature, resulting in an enormous public response, with public commentary 
being broadly divided. Rothfield (2013) called the UFC barbaric and called for a nationwide 
ban in Australia, not unlike Senator John McCain had done in America 19 years ago (Santos 
et. al., 2013).  Conversely, articles such as that of Harvy and Ryan (2013) presented views 
identifying the spirit and competitive drive of the athletes, defending MMA and the UFC by 
stressing the skill and discipline that the fighters have.  
One other social issue that further divided opinion, referred to the sport involving 
children and women. Discussion about the involvement of these groups in the sport, whether 
regarding participation, spectating or the effects it may have in the schoolyard featured 
(Raimondi, 2013; Rothfield, 2013). The data collection included the time where the UFC 
expanded its offering to incorporate a women’s division. Raimondi (2013) identified female 
fighter Ronda Rousey as being integral to this push for women to be involved in the sport, 
quoting UFC president Dana White as saying “(s)he’s what it took to get women in the UFC. 
Hate her or not, the reason all these girls fight in the UFC is because of her”. Whether women 
and children should be exposed to the MMA, or whether the UFC should be legalised and 
accessible to these groups within society generated its own commentary, again presenting a 
polarised view. The issue of women being involved also reflects the theme of legitimising the 
sport discussed previously.  
 A key reference made to the social impact of the sport related to the issue of violence. 
“Vicarious consumption of violence is stress relief… Watching people get smashed on a footy 
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field, in a ring, on a court or in a cage helps us cope… And when it comes to the UFC someone 
is certainly going down” (Sampson, 2011). Reference to violence was a common feature, often 
linked to the violence within the sport itself (Braid, 2010), but also commonly linked to 
aggression (Munro, 2014), and even to street violence (Brown, 2010; Munro, 2014). While 
these messages of violence featured frequently, there was mention made of the severe injuries 
and even deaths which have been associated with other contact sports such as boxing and ice 
hockey, by way of attempting to put the aggression in UFC into context. Inclusion of reports 
into other contact or combat sports indicates the division of opinion about the UFC. 
 
4.5 POLITICAL AND GOVERNMENT FACTORS  
 
 
The final theme evident across many of the articles reviewed was associated with 
political and government factors. References made within a political or government context 
link to the other themes such as legitimisation, economic and social impact, but several articles 
focussed solely on the political theme.  
A main aspect of this theme was the ban on the fenced arena or ‘cage’ that was in place 
in Victoria and Western Australia, with Ducey (2013) stating “going against the advice of the 
WA Combat Sports Commission, Sports Minister Terry Waldron banned the use of a fenced 
enclosure in MMA bouts as of March 1, 2013 following a review of combat sports rules and 
regulations”. A ban on the Octagon, not the sport itself, in the States of Victoria and WA 
(Campbell, 2014; Ducey, 2013), was a commonly discussed theme, with commentary siding 
two ways: that the cage or fenced arena is a safety mechanism, designed to stop fighters falling 
out of a traditional ring, or conversely, that having athletes compete in a cage should not be 
allowed in modern society.  
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A further aspect of this theme was the economic benefits of legalising the sport / 
allowing the UFC to host events in any given state (Ducey, 2013; Oates, 2014; Sankey, 2012), 
stating that Australian states that had disallowed key aspect of the sport (the cage / fenced 
arena), thereby meaning the UFC would not host events, were missing out on significant 
economic windfalls. Finally, reviews of statements by influential people regarding the UFC 
(Morri, 2013) were featured throughout specific articles. This included the opinions of figures 
such as NSW Police Commissioner Andrew Scipione (Morri, 2013), UFC president Dana 
White (Walshaw, 2014), and the Sport and Recreation Minister of the time, James Merlino 
(Roberts, 2007), giving their opinions on the sport and its legality and influence on society.  
 
4.6 DEVELOPMENT OF A CONFLICT FRAME 
 
 
Information arising from the four themes indicates that coverage of the UFC by the 
Australian media is contentious. The commentary that appears has, negative connotations 
associated with it, but also included are messages that highlight the positive economic impacts, 
the impressive performances of highly disciplined and skilled athletes, and an emerging level 
of public support. This polarisation of opinions suggests that the themes identified amount to 
a conflict frame being evident when the print media in Australia refers to the UFC. A conflict 
frame, is where “the news story reflects disagreement between parties / individuals / groups / 
countries” (De Vreese, 2005, p. 57). This was apparent regarding the reports made about the 
UFC in Australia and the themes that emerged and are stated above. The conflict frame that 
emerges, including reference to the key features that make up this frame, is represented in 
Figure 4.1.  
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Figure 4.1 - Summary of Conflict Frame for MMA Media Analysis 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Defining and Legitimizing the 
Sport 
 
Growth and Economic Benefit 
 
Image and Impact on Society 
 
Political and Government 
Factors 
 
Positive Negative 
- World’s fastest growing sport 
- Inclusion of women into the 
UFC 
- Global reach by attendance, 
ever more substantial by pay-per-
view and viewing of free events 
- Out performing competitors, 
such as boxing 
- Economic benefit (actual or 
potential) brought to states 
holding events is significant 
- Image turnaround from dying 
sport/brand to the world’s fastest 
growing sport 
- Safer than other combat sports, 
and even some contact sports 
- Discipline and respect learnt by 
participants of MMA 
- Number 1 provider or MMA 
globally puts UFC as the front 
runner for providing MMA 
events 
- A number of Martial Arts are 
already Olympic Sports 
- Discipline/Skill of athletes 
- Long standing history of fight 
sports 
- Identification of numerous 
rules and regulations, external 
governing bodies & on-site 
doctors 
- 0 Deaths in professional bouts 
- No significant injuries (relative 
to other combat sports such as 
boxing) 
 
 
- Illogical ban in the sport 
(MMA) being legal in Victoria 
and WA, just not the Octagon 
- Economic benefit of legalizing 
the MMA and UFC events 
- Demand for MMA and UFC 
events being legalized is high 
- Debating that MMA is not a 
sport 
- Defining fighters as thugs, 
not athletes 
- Sport is violent, not sporting 
– More like gladiators than 
modern sport 
- Safety vs contact sports 
- Impact of impressionable 
viewers  
- Growing influence impacting 
society negatively 
- Potential economic benefit 
for Victoria and Western 
Australia (WA) has been 
claimed, but not proven  
- Leads to violence in society 
- The basis of the sport 
(MMA) is violence 
- Debate as to whether 
children should be allowed to 
be exposed to MMA 
- Fuels aggression/aggressive 
types 
- Legalizing UFC events will 
provide a platform for the 
sport and negatively 
impact/increase the above 
points 
- Illegal in Victoria and WA 
- Current politicians in power 
stand against allowing the 
MMA and UFC events in 
Victoria and WA while it is 
being held in the Octagon, not 
a ring 
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4.7 CONCLUSION  
 
 
Given the interest in MMA and ultimately the UFC, its exponential growth, and the 
public profile emerging within Australia, this initial stage of the research analysed the way the 
Australian media frames the sport of MMA. Four core themes emerged from analysis of the 68 
articles; legitimacy; the economic benefits; the image and social impact and; the political 
issues. The way in which the articles reported on these thematic issues presented them from a 
largely polarised perspective. Many of the articles included either a pro or anti – MMA or UFC 
stance, while there were a number that included both pro and anti – MMA / UFC sentiment or 
messages within the same story. From this perspective, it was clear that a conflict frame 
supported by De Vreese (2005) was evident. 
 Naraine and Dixon (2014, p. 196), stated that the “media will produce more than one 
frame for any given story”. This was a clear outcome from the articles reviewed, with the 
overlap of each of the four themes appearing within many of the stories. Many articles included 
reference to the legitimacy, coupled with an argument of its economic benefit while also 
referencing its associated violence, further supporting the presentation of a conflict frame. 
While some stories were pro or anti – MMA (or UFC), the rather changeable thematic 
outcomes confirmed and validated the proposed conflict frame. This conflict frame highlights 
that the contentious issues surrounding the UFC and MMA in Australia that are being reported 
in the newspaper are deeply polarising, and likely to reflect varied public opinion about the 
sport.     
Polarisation is clear in the initial findings. This confirms initial assumptions that initial 
attitudes are likely to impact consumption. It raises the suggestion that attitudes for the 
Australian public will be formed at least in part by main media, and it is now clear that these 
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messages may be framed in a very conflicted manner, representing either a negative or positive 
approach.  
The appearance of a conflict frame from this research is relevant to the sporting 
landscape. The media reporting in this instance presents both strongly positive and strongly 
negative messages. This would suggest that sport managers and sporting organisations need to 
understand that the media reports require much closer monitoring than might be the case in 
other circumstances. While a positive report might appear (which could purport to the 
economic benefits associated with the sport, the positive role models the athletes are 
presenting, or the introduction of new rules making the sport more accessible and safe), the 
likelihood is that the negative message about the safety, political interference or street violence, 
is likely to appear within the same article, or even as a separate article. The ability of an 
organisation such as the UFC to control the media message becomes infinitely more difficult 
in this instance.    
As Eagleman (2011, p. 157) states, “frames used by journalists help to construct reality 
for the public”, this may support that a consumer’s understanding and opinion of MMA is in 
some part created by the media. Adoption of the sport is likely to be impacted by the themes 
that may be present within the public sphere. Rozenkrants, Wheeler and Shiv (2017) state that 
“polarising products serve as a means of creating self-concept clarity and expressing oneself 
to others” (p. 46). This suggests that consumers may adopt the sport as a means of self-
expression or reject it for the same purpose. It is anticipated that the four themes: legitimacy, 
economic benefit, social and political/government, will have a significant influence on 
consumer’s reaction to the sport. This reaction can be in terms of accepting and adopting the 
sport either completely or to a certain degree, or not accepting and rejecting it. Whatever the 
response, there would also be varying degrees of intensity.  
  120 
The first stage of this research, represented by a media framing exercise focused on the 
media reporting into a specific subject. It should be considered that these opinions are 
influenced by the writers (the reporters) personal opinions, and the policies put in place by the 
publisher and other external influences. While the views expressed may in fact represent the 
views of the broader public, the identified themes and resulting conflict frame may not paint a 
completely reflective picture. Further research may need to be conducted regarding the public’s 
view of MMA or the UFC to determine whether the media reporting properly reflects these 
views.  
The results from this first stage of the research, presenting a clear conflict frame, enable 
the development of further research into the area, around the four media frames identified. 
Results obtained here informed the next stage of the research, providing initial guidance from 
the themes identified in Figure 4.1. These themes were used to begin the scale development 
process.  
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CHAPTER 5 
 
RESULTS – ITEM DEVELOPMENT AND PILOT SURVEY 
 
 
5.1. INTRODUCTION 
 
Chapter 5 provides the initial stages of the scale development through the creation of 
items for the survey and detailed results of the pilot study. The aim of this process was to 
generate items, test the survey tool’s functionality and begin the scale development process. In 
sum, the chapter provides a comprehensive review of the item development and results of the 
pilot survey. These are tabulated, and the results are used to undertake the full survey. 
 
5.2. ITEM DEVELOPMENT  
 
5.2.1 Introduction 
 The process for scale development was ascertained from DeVellis’ (2012) established 
8-stage process, which was identified in Chapter 3. This was due to its reputation as a 
predominant guide for scale development, in addition to the way it breaks down a scale 
development process into 8 concise stages which could be readily applied to this research. This 
enhances the scales reliability and validity in its application and justification.  
While each stage of scale development will not be reintroduced here, the process 
followed mirrors that described in Chapter 3. This chapter predominantly focuses on step 2 of 
DeVelis’ (2012) approach – that of generating an item pool. This item pool is then formatted 
to deliver and administer questions in the most appropriate format (Step 3) and reviewed by a 
panel of experts (Step 4). The final list of items was then administered through a pilot survey 
(Step 6) and then refined and evaluated for inclusion in the final survey instrument (Steps 7 
and 8). 
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Following the identification of the conflict frame presented in Figure 4.1, the frames 
were analysed to determine the potential to reveal items which could form part of development 
for a survey tool to test for attitudes towards MMA of Australian consumers. While there was 
the need to develop some initial items to identify demographics, the conflict frame became the 
main source to specifically identify questions relating to MMA specific aspects. These items 
were then placed alongside other previously determined items testing attitudes, behaviours, 
knowledge and opinions in general and in relation to sport.  
Taking the four frames determined from the media framing analysis (Legitimacy, 
Growth and Economic Benefit, Impact and Image on Society and Political and Government), 
these frames were further refined into possible constructs that determined each frame.  The 
constructs that were identified as being present within each of the frames resulted in eight broad 
categories being identified. These constructs were identified as Legitimacy, Social Impact, 
Economic Benefit, Violence, Political/Government, Image/Promotion, Knowledge/Cognitive 
and Attitudes.  
The eight constructs arose through a process of initially looking at what concepts 
formed the four conflict frames from Chapter 4 and dissecting the positive and negative 
components that formed these four frames. Coupling these frames with the previously reviewed 
literature, and a process of brainstorming from three researchers and multiple additional 
sources such as newspaper / social media / forum / blog articles and general discussion, the 
researchers sought to ‘fill in any missing pieces’ that would be causing each construct. From 
this process, a series of concise statements representing numerous possible items was 
generated. DeVellis (2012, p. 80) states “you want considerably more (items) than you plan to 
include in the final scale… the more items you have in your pool, the fussier you can be about 
choosing the ones that will do the job you intend”. This represented part of this process of item 
generation.  
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Through reviewing every statement initially identified from the process of framing, 
literature and brainstorming, a single or few overarching statements were determined for each 
theme. This process of item pool development occurred through a lengthy review of each 
possible item to examine whether all concepts had been included and which ones overlapped. 
More than 193 items were initially produced and reviewed at this stage. This large number of 
items generated, is a relevant part of the process and supports the view of DeVellis (2012) who 
referred to redundancy as being something to consider in developing a scale. DeVellis (2012) 
indicates that redundancy is not necessarily a bad thing and can assist in scale development, 
stating that “by using multiple and seemingly redundant items, the content that is common to 
the items will summate across items while their irrelevant idiosyncrasies will cancel out (p. 
78)”. Having items that measure the same thing is in fact undesirable, and this process involved 
reviewing the statements from every construct and then colour coding ones that measured the 
same thing. This lead to next stage of ‘refined measures’. Items that were very similar or 
measured similar things were group together. These statements encompassed all issues that the 
initial statements did and were removed in every case of replication or redundancy. They were 
then posed in a positive or negative manner. Appendix 3 displays the initial statements and 
refined measures, while Appendices 1 and 2 show all the items that were truly being measured.  
Appendices 1 and 2 display the item generation process involved, starting with the 
overarching theme, information about the item, the item itself, ‘final statement’ (reducing these 
items by grouping them thematically) and finally a refined measure (what were these items 
measuring?). Table 5.1 presents, by way of an example, what was done for the legitimacy 
construct. 
The first part of Table 5.1 displays the source of the item generation process, listing 
from where the item was drawn, whether from the media framing study, from further literature, 
or from the researcher’s knowledge of the topic. After listing constructs identified by relevant 
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authors, the next column shows the component (or construct) under which the item would be 
classified, then the item itself. In the second section of the table, the item is refined somewhat 
(under the ‘Final Statement’ column).
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 Table 5.1 – Legitimacy Item Generation 
 
Source Author Component Item 
Media/ 
Framing  
History Fight sports have a long-standing history. MMA is the next evolution. 
   MMA is more akin to gladiator matches than a legitimate sport.  
  Athletes The skill level and discipline demonstrated defines fighters as athletes. 
  
Olympics Other individual disciplines such as Taekwondo, western boxing, wrestling and Judo are Olympic sports.  
  
Rules and 
Regulations 
Numerous rules and regulations, external governing bodies & on-site doctors’ help define 
MMA as a legitimate sport.  
  
Modern History 0 Deaths in professional bouts helps demonstrate MMA as being a legitimate sport, when contrasted to other combat sports such as boxing.  
      
Injuries sustained in MMA bouts are no more severe than that of contact sports such as 
Australian Rules and Rugby or combat sports such as boxing. 
Literature Heino (2000) Snowboarding No research to review. Conceptual paper discussing the mainstreaming of snowboarding.  
 Maher (2009) MMA Understanding and regulating the sport of MMA 
 Orlando (2012) MMA Looking to promote MMA as a legitimate sport.  
 Varney (2009) MMA Fighting for respect - MMA's struggle for acceptance…' 
    MMA   
Brainstorm  Rules MMA has sufficient rules and regulations to be recognised as a professional sport.  
  
Athlete care The use of on-site doctors, external governing bodies, mandatory gloves and weight classes ensures athlete safety.  
  
Other sports Other individual disciplines such as Taekwondo, western boxing, wrestling and Judo are Olympic sports.  
   Other hybrid sports such as snowboarding are legitimate sports.  
    Economic Benefit/Support 
The amount of attendance, broadcasting and economic profit MMA events draw in helps 
define it as a legitimate sport.  
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Final Statements 
MMA is a legitimate sport because corporations sponsor events. 
MMA is a legitimate sport because professional athletes compete in events. 
MMA is a legitimate sport because the training, skill, discipline and respect demonstrated by athletes separates it from 
fighting in general. 
MMA is a legitimate sport because it incorporates extensive rules, regulations, on-site doctors and an external governing 
body. 
MMA is a legitimate sport because the government has legalised it, making events acceptable.  
MMA is a legitimate sport because combat sports have a long-standing history; MMA is simply the next evolution. 
MMA is a legitimate sport because of its rapid and global growth and popularity.  
MMA is a legitimate sport simply because fans following it as such. 
MMA is not a legitimate sport because it is a hybrid of actual sports.  
MMA is not a legitimate sport because its nature is violence, not sporting or a competitive nature.  
MMA is not a legitimate sport because competitors are thugs, not athletes.  
MMA is not a legitimate sport because there are not sufficient rules and regulations.  
MMA is not a legitimate sport because it is banned in several states and countries.  
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 The next stage of item development (DeVellis, 2012, p. 81, 83) indicates that there 
needs to be a process of identifying the “characteristics of good and bad items and positively 
and negatively worded items”. With respect to the characteristics of good items, the item 
generation sought to avoid being exceptionally long, be written in plain English and measure 
only one (1) thing. Positively and negatively worded items were used throughout the scale, in 
almost all cases. As stated by DeVellis (2012, p. 83), this can help “eliminate agreement bias”.  
The refinement of items can be seen in Table 5.2 below. This process involved creating 
where possible a single item to reflect each construct. While this did not in fact occur, it enabled 
the initial list of 193 items to be reduced to 26. Continuing to use Legitimacy as an example, 
how several items were reduced to a few is illustrated below in Table 5.2. See Appendix 1 and 
2 for a full description of how the items were refined. 
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Table 5.2 – Legitimacy Item Reduction 
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These 26 scale items were then produced with a Likert scale to represent each construct. 
They were grouped thematically (i.e. all Legitimacy items together) and placed at the end of 
the survey, following the demographic, attitudinal, behavioural and sport specific sections. 
There were three (3) items representing Economic Benefit; seven (7) items representing 
Legitimacy; four (4) items representing Political/Government; six (6) items representing Social 
Impact and; six (6) items representing Violence. These items were further checked to ensure 
they were clearly worded and were measuring one specific construct, to seek to avoid any cross 
loading upon analysis. The resulting final 26 items reviewed all the desired themes under these 
factors and were included in the full sample for the pilot study.  
The evaluation of scale items was undertaken by three researchers. The 26 items were 
combined with questions that included: a screen section, a demographic variable section, an 
attitude variable section, behaviour variable section and an MMA-specific section, inclusive of 
the 26 MMA Attitude items. This was then piloted with a sample population group. 
   
5.3 PILOT SURVEY –RESULTS  
 
5.3.1 Descriptive and Frequency Measures 
 
5.3.1.1 – Demographic Variables 
 
 Results were drawn from the pilot survey that was completed from a combination of 
Deakin University students (67) and a paid Qualtrics panel (70). Table 5.3 displays 
demographic variables. The sample was 54% male (slightly higher than the Victoria average 
of 49.5%) (ABS, 2016). There were a high proportion of respondents in the 19-25 age bracket, 
which reflected the pilot being represented by students, and while not ideal, this is not 
considered to be inappropriate and particularly not in the case of a pilot survey (Druckman & 
Kam, 2009).  A high proportion of respondents had achieved a University degree or diploma, 
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again reflective of the student cohort.  Almost 60% were unemployed or in part time work and 
approximately 70% earned less than $60,000. The pilot group were well-distributed across life-
cycle stage, with a consistent percentage of participants represented in each category, and 
‘family with children over 15’ scoring the highest at 18.2%.  
 
Table 5.3 – Demographics 
  n  % 
Gender     
Male 74 54 
Female 63 46 
Age     
19-25 52 38 
26-30 13 10 
31-35 8 6 
36-40 15 11 
41-45 4 3 
46-50 8 6 
51-55 9 7 
56-60 8 6 
60+ 19 14 
Education     
High School 49 36 
Diploma 23 17 
Undergraduate Degree 40 29 
Post Graduate Degree 25 18 
Employment     
Part Time 47 34 
Full Time 55 40 
Unemployed 35 26 
Income     
$0 - $20,000 40 29 
$20,001 - $40,000 27 20 
$40,001 - $60,000 24 18 
$60,001 - $80,000 12 9 
$80,001 - $100,000 12 9 
$100,001 - $120,000 12 9 
$120,001 - $140,000 5 4 
$140,001 - $160,000 2 2 
>$160,001 3 2 
Life Stage     
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Single living alone 20 15 
Group of adults living in shared accommodation 20 15 
Family without children 12 9 
Family with children (youngest child is 5yrs or under) 12 9 
Family with children (youngest child is 6-14yrs) 12 9 
Family with children (youngest child is over 15yrs) 25 18 
Single/couple family with children who have left home 18 13 
Other family 18 13 
 
 
5.3.1.2 – Personality Variables 
 
 Table 5.4, 5.5 and 5.6 summarises the results relevant to attitude, feelings and opinions. 
Table 5.4 displays the response to being asked about their personality type, with the majority 
choosing they believed themselves to be outgoing and open to change.  
 
 
Table 5.4 – Personality 
 
Personality Type   
  n % 
Open to Change 72 49 
Outgoing 70 48 
Adventurous 55 38 
Introverted 47 32 
Conservative 36 25 
Extroverted 28 19 
 
 
Table 5.5 identifies what pilot respondents believe to be the most valuable elements of 
sports entertainment. Respondents identified the appreciation of skill and technique, and social 
interaction as the elements they believe to be most valuable.  
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Table 5.5 – Most Valuable Element of Sports 
 
  n % 
Appreciation of Skill/Technique 34 25 
Social Interaction 27 20 
Spending time with family 24 18 
Witnessing the spectacle of the sport 23 17 
Spending time with friends 15 11 
Supporting my favourite team live 10 7 
Vicarious achievement through teams or 
athletes 3 2 
Thrill Seeking/Risk Taking 1 1 
Total 137 100 
 
 
 
In terms of their interest in sport, Table 5.6 indicates that pilot respondents were most 
interested in court and field sports, however each of the available choices scored relatively 
highly, indicating interest in a variety of sports.  
 
Table 5.6 – Sports Interest 
 
  n % 
Field Sports 99 68 
Court Sports 75 51 
Combat Sports 57 39 
Athletic Sports 51 35 
Swimming Sports 41 28 
Auto Sports 35 24 
Other 23 16 
 
 
Regarding MMA (Table 5.7), most respondents indicated they were made aware of the 
sport from either friends or the media and 63% would consider going to an event. As such, 
sport providers need to be aware of where information regarding their offering is coming from, 
as this may have an influence on how the sport is portrayed to potential consumers. This table 
also introduces the reasons participants indicated why they might attend an MMA event, with 
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the top response being to witness the spectacle of MMA. This suggests that many participants 
are not necessarily existing fans but may attend an event to try a new thing. Those who stated 
they would not consider attending an MMA responded with the primary reason being that they 
were disinterested.  The violence associated with the sport also emerged as a key reason 
provided (how bloody the fighters get) and that MMA is a violent sport.  
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Table 5.7 – MMA Awareness / Attendance / Interest / Avoidance  
 
How did you become aware of MMA? 
  n % 
Media 96 66 
Friends 53 36 
Promotion 19 13 
School 17 12 
Community 17 12 
Siblings 7 5 
Spouse 7 5 
Parents 4 3 
Geographic Proximity to Events 2 1 
Would you consider going to an MMA event? 
Yes 86 63 
No 51 37 
Total 137 100 
Reasons you may attend an MMA event 
To witness the spectacle of MMA 59 40 
For atmosphere and excitement 53 36 
To appreciate the technical elements of the fighter’s techniques 46 32 
To try a new thing 41 28 
Only if friends were going 36 25 
To follow an athlete 21 14 
To watch the event live as I am a fan 21 14 
Reasons NOT to attend an MMA event 
I am disinterested 34 23 
Turned off MMA due to how bloody the fighters are 20 14 
I feel MMA is a violent sport 18 12 
I am opposed to MMA events being held in my state 17 12 
I am opposed to fight sports 12 8 
People who attend MMA events are Neanderthals and are there to see 
violence 11 8 
 
 
 
Most participants identified that they had been exposed to MMA through television and 
newspapers, with social media also providing significant exposure to the sport. Participants’ 
perception of whether media framing of MMA was negative or positive showed most 
participants choosing a neutral option (with overlap into slightly negative or positive positions) 
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as displayed in Table 5.8. Over 70% of participants responded between a 3 and 7 (inclusive) 
on this scale, with 0 being negative and 10 being positive. This shows participants do not really 
feel the media portrays the sport in a very negative or positive light, with so many respondents 
grouped around the mid-point. With respect to their own attitudes towards MMA, participant’s 
responses tended to skew slightly more positive, but a large portion of participants (29%) stated 
that they were neutral towards the sport.  
 
Table 5.8 – MMA Media / Image Perception / Attitude 
 
On what media platforms have you been exposed to discussion of 
MMA? 
  n % 
TV 96 66 
Social Media 85 58 
Newspapers 67 46 
Radio 39 27 
Posters 28 19 
Magazines 26 18 
Billboards 20 14 
Blogs 18 12 
None 7 5 
Other 4 3 
In what manner do you believe the media portrays MMA? 
Negative 0 6 4 
1 3 2 
2 12 9 
3 22 16 
4 13 10 
5 25 18 
6 20 15 
7 16 12 
8 13 10 
9 2 2 
Positive 10 5 4 
Total 137 100 
How would you classify your attitude towards MMA in Australia? 
Hardcore/fanatical supporter of MMA 6 4 
Supporter of MMA 30 22 
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Somewhat supportive of MMA 29 21 
Neutral 40 29 
Somewhat opposed to MMA 22 16 
Significantly opposed MMA 3 2 
Extremely opposed to MMA 7 5 
Total 137 100  
 
 
 
5.3.1.3 – Behavioural Variables 
 
Table 5.9 presents the participants answers to behavioural questions. For sports 
participation, results indicate that they regularly participated in a variety of local sports, with 
the highest response being for court sports, field sports and athletic sports. Other scored highest 
which may be due to the ranges of sports provided for response being limited.   
Over 60% of participants indicated that they attend 3 or less live sports events each 
year. This appears to be a relatively low level of engagement with live events, relative to how 
many participants indicated they participate in local sports or would consider attending an 
MMA event. 31% of participants identified that they had attended a combat sport event before, 
however only 10% of these combat events comprised an MMA event. This may suggest to 
MMA providers that they may need to consider communicating MMA offerings to a broader 
range of the population who have an interest in combat sports.  
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Table 5.9 – Sport Participation / Attendance 
 
What sports do you regularly participate in? 
  n % 
Other 42 29 
Court Sports 40 27 
Field Sports 37 25 
Athletic Sports 34 23 
Swimming Sports 23 16 
Combat Sports 10 7 
Auto Sports 5 3 
How many professional sporting events do you attend each 
year? 
0 28 20 
1 to 3 55 40 
4 to 7 26 19 
8 to 11 10 7 
12+ 18 13 
Total 137 100 
Have you ever been to a combat sport event? 
Yes 42 31 
No 95 69 
Total 137 100 
Have you ever been to an MMA event? 
Yes 13 10 
No 124 91 
Total 137 100 
 
 
 
 The profiles of the participants presented by the previous tables (5.1 – 5.9) provides a 
starting point towards developing a process towards undertaking and validation via the EFA 
process. The next stage was to examine responses to the other questions posed which related 
to attitudes and perceptions towards MMA to test the scale development process. The sample 
participants did have a sound understanding of the sport of MMA already, as this question was 
a screen for their initial participation. To proceed with the survey, they had to respond to the 
screening question “Do you know what Mixed Martial Arts Is?”.   
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5.4 EXPLORATORY FACTOR ANALYSIS 
 
5.4.1. EFA: MMA Attitudes 
 
As stated, an extensive scale development process was undertaken to develop and 
validate several items for use in the survey pilot. The final list of 26 items consisted of three 
items representing Economic Benefit, seven representing Legitimacy, four representing 
Political/Government, six representing Social Impact and six representing Violence.  
A total of 137 useable responses were collected. Responses were analysed for missing 
data and incomplete surveys were removed to get to this final number. With respect to issues 
regarding skewness and kurtosis, Hair Et al. (2010, p. 72) state “the most commonly used 
critical values are +/-2.58 (0.01 significance level) and +/- 1.96, which corresponds to a 0.05 
significance level. With these simple tests, the researcher can easily access the degree to which 
the skewness and peakedness of the distribution vary from the normal distribution”. Tests for 
skewness and Kurtosis were conducted and are reported in Table 5.10.  
Normality is defined by Hair et al. (2010) as “the degree to which the distribution of 
the sample data corresponds to a normal distribution” (p. 35). It is statistically measured using 
skewness (“measures the symmetry of a distribution” (p. 35)) and kurtosis (“measure of the 
peakedness or flatness of a distribution when compared to a normal distribution” (p. 34)). 
Skewness and kurtosis of a normal distribution are given values of zero. Therefore, values 
above or below zero denote departures from normality (Hair et al., p. 70). According to George 
and Mallery (2010), these numbers must be within +/- 2 to be acceptable. Values outside this 
range are therefore considered not normal. In each case the results for both skewness and 
kurtosis were within the desired thresholds, indicating normal distribution.
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Table 5.10 – Skewness and Kurtosis 
  Valid Missing Skewness 
Std. Error 
of 
Skewness 
Kurtosis Std. Error of Kurtosis 
Holding MMA events in a given state will generate economic benefit 
for that state. 137 10 -0.517 0.207 0.143 0.411 
The potential economic benefit MMA events can generate in Australia 
justifies its legalisation. 137 10 -0.345 0.207 -0.597 0.411 
Holding MMA events in a given state will positively affect the 
(geographically) surrounding businesses. 137 10 -0.317 0.207 -0.552 0.411 
MMA is a legitimate sport. 137 10 -0.998 0.207 -0.093 0.411 
As similar sports are held in the Olympics, this demonstrates MMA as 
too being a legitimate sport. 137 10 -0.703 0.207 -0.533 0.411 
MMA is a legitimate sport because professional athletes compete in 
events. 137 10 -0.839 0.207 -0.089 0.411 
MMA is a legitimate sport because of its rapid growth, development 
and extensive fan base. 137 10 -0.300 0.207 -0.938 0.411 
MMA is a legitimate sport because Victoria has made it legal to hold 
events. 137 10 -0.318 0.207 -0.977 0.411 
MMA is a legitimate sport because it incorporates extensive rules, 
regulations, on-site doctors and external governing bodies. 137 10 -0.872 0.207 -0.253 0.411 
MMA is a legitimate sport because major corporations recognise it as 
such and sponsor events. 137 10 -0.245 0.207 -0.889 0.411 
The previous Victorian ban was regarding bouts being held the 
Octagon or 'cage', not the sport itself. 135 12 -0.110 0.209 -0.308 0.414 
MMA events should be legal to be held in a 'cage'/Octagon in Victoria. 135 12 -0.398 0.209 -0.941 0.414 
MMA should be legal in all states in Australia because it brings in 
significant money to our economy. 135 12 -0.370 0.209 -0.942 0.414 
MMA should be legal in all states in Australia because we cannot 
claim to be a sporting capital of the world and not have the fastest 
growing sport. 
135 12 -0.214 0.209 -1.165 0.414 
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Holding MMA events in a 'cage'/Octagon is against Victoria's societal 
values. 135 12 0.041 0.209 -1.078 0.414 
The arena in which MMA bouts are held is called a cage. 135 12 -0.409 0.209 -0.335 0.414 
Participants of MMA (training at local venues) are violent or 
aggressive and are there to fight. 135 12 0.295 0.209 -0.616 0.414 
Participants of MMA (training at local venues) emanate respect and 
discipline and are there to learn a new skill. 135 12 -0.603 0.209 0.136 0.414 
MMA has a negative societal impact, as athletes are bad role models 
for children. 135 12 0.360 0.209 -0.901 0.414 
MMA has a negative societal impact as it is directly linked to street 
violence. 135 12 0.445 0.209 -0.836 0.414 
MMA is a violent sport as athletes act violently. 135 12 -0.150 0.209 -1.184 0.414 
MMA is a violent sport because despite sporting or competitive 
elements, its nature is violence 135 12 -0.458 0.209 -0.846 0.414 
MMA is a violent sport because while other sports may have fights in 
them, MMA's core objective is fighting 135 12 -0.228 0.209 -1.150 0.414 
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Exploratory Factor Analysis (EFA) was conducted, using Principal Components 
extraction and Varimax rotation. Hair et al. (2010, p. 93) identifies factor analysis as “an 
interdependence technique whose primary purpose is to define the underlying structure among 
the variables in the analysis”. EFA was therefore chosen to identify underlying structures or 
themes (factors) within the items developed through the scale development process. These 
factors may then be used as predictors of consumer behaviours, attitudes, involvement and 
disposition towards MMA in Australia. The researcher initially assumes no correlation 
amongst factors. As such, an Orthogonal Method is selected, this being Varimax. Hair et al. 
(2010, p. 106) state that the “component analysis is used when the objective is to summarize 
most of the original information (variance) in a minimum number of factors for prediction 
purposes”. Thus, Principal Components Analysis was chosen as it reduced the items to several 
underlying factors or themes, which were then used for Confirmatory Factor Analysis (CFA) 
on the full sample results.  
A KMO and Bartlett’s Test (Table 5.11) was undertaken. This indicates how suitable 
the data is for factor analysis. Table 5.11 indicated a score of 0.91, indicating the data is suitable 
for structure detection. Williams, Onsman and Brown (2010, p.5) contend that “the index 
ranges from 0 to 1, with >0.5 indicating the data is suitable for factor analysis… the Bartlett’s 
Test of Sphericity should be significant (p<0.05)”. 
 
Table 5.11 – KMO and Bartlett’s Test 
 
   
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 0.910 
Approx. Chi-Square 3020.732 
df 325 
Sig. <.001 
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The EFA results showed a four-factor structure (Table 5.12), with groups of items 
named as initial constructs being legitimacy; violence; economic/political (cross-loading 
items) and; social. Average Variance Extracted (AVE) scores are not above the >0.5 threshold 
in two cases (failed under Economic/Political and Social factors). Cronbach’s alpha was also 
recorded to measure internal consistency. Internal consistency refers to the degree of inter-
relatedness among the items, where Hair et al., (2010) states “the rational for… is that the 
individual items or indicators of the scale should all be measuring the same construct and thus 
be highly intercorrelated” (p. 124). While Cronbach’s Alpha is not above the desired >0.9 
threshold in three of the cases (Violence, Economic/Political or Social factors), it still exceeds 
0.8 in these cases. As a rule of thumb, >0.7 is acceptable, >0.8 is good and >0.9 is excellent. 
As such, this was not cause for concern and internal consistency between items is high.   
With respect to skewness and kurtosis, the same analysis as was conducted on the above 
items prior to EFA being conducted. Results indicated no issues present. Values were within 
the acceptable thresholds for skewness or kurtosis (Table 5.13). 
A KMO and Bartlett’s Test indicated a score of 0.905, indicating the data is suitable for 
structure detection (shown in Table 5.14). Prior to the second EFA being undertaken, it is 
illustrated in Table 5.15 that all values were within the acceptable thresholds for skewness or 
kurtosis. Note Average Variance Extracted (AVE) for Legitimacy, Violence, Social and 
Economic Benefit constructs was above the >0.5 minimum threshold in all cases (Table 5.16) 
and the Alpha >0.7 in all cases also. 
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Table 5.12 – Initial Results of Exploratory Factor Analysis 
 
 
Rotated Component Matrixa     
 Component    
 LEGITIMACY VIOLENCE ECO/POLITICAL SOCIAL 
MMA is a legitimate sport because of its rapid growth, development and extensive fan base. 0.9    
MMA is a legitimate sport because Victoria has made it legal to hold events. 0.875    
MMA is a legitimate sport because major corporations recognise it as such and sponsor events. 0.845    
MMA is a legitimate sport because professional athletes compete in events. 0.739    
MMA is a legitimate sport because it incorporates extensive rules, regulations, on-site doctors and external governing bodies. 0.728    
As similar sports are held in the Olympics, this demonstrates MMA as too being a legitimate sport. 0.715    
MMA should be legal in all states in Australia because it brings in significant money to our economy. 0.689    
MMA should be legal in all states in Australia because we cannot claim to be a sporting capital of the world and not have the fastest 
growing sport. 0.627    
The potential economic benefit MMA events can generate in Australia justifies its legalisation. 0.609  0.522  
MMA is a legitimate sport. 0.598   0.546   
MMA is a violent sport.   0.897     
MMA is a violent sport because while other sports may have fights in them, MMA's core objective is fighting   0.886   
 MMA is a violent sport because despite sporting or competitive elements, its nature is violence   0.858   
MMA is a violent sport as athletes act violently.   0.832   
 MMA is a violent sport because of how bloody athletes get.   0.704   
 MMA is an unsafe sport.   0.624   
Holding MMA events in a given state will generate economic benefit for that state.   0.767  
 Holding MMA events in a given state will positively affect the (geographically) surrounding businesses.   0.729  
The previous Victorian ban was regarding bouts being held the Octagon or 'cage', not the sport itself.     0.662  
Participants of MMA (training at local venues) emanate respect and discipline and are there to learn a new skill.     0.653  
MMA events should be legal to be held in a 'cage'/Octagon in Victoria.   0.562  
 Holding MMA events in a 'cage'/Octagon is against Victoria's societal values.       0.795 
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 Participants of MMA (training at local venues) are violent or aggressive and are there to fight.       0.695 
MMA has a negative societal impact, as athletes are bad role models for children.       0.69 
 MMA has a negative societal impact as it is directly linked to street violence.       0.677 
The arena in which MMA bouts are held is called a cage.       0.562 
Extraction Method: Principal Component Analysis.      
 Rotation Method: Varimax with Kaiser Normalization.     
a Rotation converged in 9 iterations.     
AVE 0.593 0.62 0.46 0.473 
Cronbach Alpha 0.92 0.889 0.808 0.816 
Mean 0.76475 0.7808 0.6746 0.6838 
Std Deviation 1.684916646 1.706841775 1.629941984 1.491521036 
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Table 5.13 – Skewness and Kurtosis 
  Valid Missing Skewness 
Std. Error 
of 
Skewness 
Kurtosis 
Std. 
Error of 
Kurtosis 
MMA is a legitimate sport because of its rapid growth, development and 
extensive fan base. 137 10 -0.300 0.207 -0.938 0.411 
MMA is a legitimate sport because Victoria has made it legal to hold events. 137 10 -0.318 0.207 -0.977 0.411 
MMA is a legitimate sport because major corporations recognise it as such and 
sponsor events. 137 10 -0.245 0.207 -0.889 0.411 
MMA is a legitimate sport because professional athletes compete in events. 137 10 -0.839 0.207 -0.089 0.411 
MMA is a legitimate sport because it incorporates extensive rules, regulations, 
on-site doctors and external governing bodies. 137 10 -0.872 0.207 -0.253 0.411 
As similar sports are held in the Olympics, this demonstrates MMA as too being 
a legitimate sport. 137 10 -0.703 0.207 -0.533 0.411 
MMA should be legal in all states in Australia because it brings in significant 
money to our economy. 135 12 -0.370 0.209 -0.942 0.414 
MMA is a violent sport because while other sports may have fights in them, 
MMA's core objective is fighting 135 12 -0.228 0.209 -1.150 0.414 
MMA is a violent sport because despite sporting or competitive elements, its 
nature is violence 135 12 -0.458 0.209 -0.846 0.414 
MMA is a violent sport as athletes act violently. 135 12 -0.150 0.209 -1.184 0.414 
MMA is a violent sport because of how bloody athletes get. 135 12 0.113 0.209 -1.028 0.414 
MMA is an unsafe sport. 135 12 0.150 0.209 -0.772 0.414 
Holding MMA events in a 'cage'/Octagon is against Victoria's societal values. 135 12 0.041 0.209 -1.078 0.414 
MMA has a negative societal impact as it is directly linked to street violence. 135 12 0.445 0.209 -0.836 0.414 
MMA has a negative societal impact, as athletes are bad role models for 
children. 135 12 0.360 0.209 -0.901 0.414 
Participants of MMA (training at local venues) are violent or aggressive and are 
there to fight. 135 12 0.295 0.209 -0.616 0.414 
Holding MMA events in a given state will generate economic benefit for that 
state. 137 10 -0.517 0.207 0.143 0.411 
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Holding MMA events in a given state will positively affect the (geographically) 
surrounding businesses. 137 10 -0.317 0.207 -0.552 0.411 
The potential economic benefit MMA events can generate in Australia justifies 
its legalisation. 137 10 -0.345 0.207 -0.597 0.411 
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Table 5.14 – KMO and Bartlett’s Test 
 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.905 
Approx. Chi-Square 2142.935 
df. 171 
Sig. <.001 
 
 Three factors were represented by their underlying items: Legitimacy, Violence and 
Social. The items in grey represent those removed following the EFA. From here adjustments 
were made given: 1) cross loading items and 2) poor loading items. Hair et. al (2010, p. 118 - 
119) suggest that (with respect to cross loading), one may “evaluate each of those variables for 
possible deletion, depending on the variable’s overall contribution to the research… if the 
variables are of minor importance to the study’s objective, or has an unacceptable communality 
value, it may be eliminated and then the factor model respecified by deriving a new factor 
resolution with those variables eliminated”. This was the case in this analysis, whereby the 
researcher removed several items and completed a second EFA, which is presented in Table 
5.16.  
  In addition, low loading items: ‘MMA should be legal in all states in Australia because 
we cannot claim to be a sporting capital of the world and not have the fastest growing sport’ 
and, ‘MMA events should be legal to be held in a ‘cage’/Octagon in Victoria’ were removed. 
This resulted in more items representing 4 factors presenting, adding economic benefit as a 
further factor to the above three factors.  
This process provided an initial analysis of the underlying structures or factors in the 
scale. From this analysis, a four-factor structure, with constructs identified as; Legitimacy; 
Violence; Social and; Economic Benefit, representing the item structure was presented. This 
process allowed for the testing of the rigour of the scale development process, as well as set up 
the CFA process that followed. 
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Table 5.15 – Skewness and Kurtosis of MMA Attitudes 
 
  Valid Missing Skewness 
Std. Error 
of 
Skewness Kurtosis 
Std. Error 
of Kurtosis 
Holding MMA events in a given state will generate economic benefit for 
that state. 137 10 -0.517 0.207 0.143 0.411 
The potential economic benefit MMA events can generate in Australia 
justifies its legalisation. 137 10 -0.345 0.207 -0.597 0.411 
Holding MMA events in a given state will positively affect the 
(geographically) surrounding businesses. 137 10 -0.317 0.207 -0.552 0.411 
MMA is a legitimate sport. 137 10 -0.998 0.207 -0.093 0.411 
As similar sports are held in the Olympics, this demonstrates MMA as 
too being a legitimate sport. 137 10 -0.703 0.207 -0.533 0.411 
MMA is a legitimate sport because professional athletes compete in 
events. 137 10 -0.839 0.207 -0.089 0.411 
MMA is a legitimate sport because of its rapid growth, development and 
extensive fan base. 137 10 -0.3 0.207 -0.938 0.411 
MMA is a legitimate sport because Victoria has made it legal to hold 
events. 137 10 -0.318 0.207 -0.977 0.411 
MMA is a legitimate sport because it incorporates extensive rules, 
regulations, on-site doctors and external governing bodies. 137 10 -0.872 0.207 -0.253 0.411 
MMA is a legitimate sport because major corporations recognise it as 
such and sponsor events. 137 10 -0.245 0.207 -0.889 0.411 
The previous Victorian ban was regarding bouts being held the Octagon 
or 'cage', not the sport itself. 135 12 -0.11 0.209 -0.308 0.414 
MMA events should be legal to be held in a 'cage'/Octagon in Victoria. 135 12 -0.398 0.209 -0.941 0.414 
MMA should be legal in all states in Australia because it brings in 
significant money to our economy. 135 12 -0.37 0.209 -0.942 0.414 
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MMA should be legal in all states in Australia because we cannot claim 
to be a sporting capital of the world and not have the fastest growing 
sport. 135 12 -0.214 0.209 -1.165 0.414 
Holding MMA events in a 'cage'/Octagon is against Victoria's societal 
values. 135 12 0.041 0.209 -1.078 0.414 
The arena in which MMA bouts are held is called a cage. 135 12 -0.409 0.209 -0.335 0.414 
Participants of MMA (training at local venues) are violent or aggressive 
and are there to fight. 135 12 0.295 0.209 -0.616 0.414 
Participants of MMA (training at local venues) emanate respect and 
discipline and are there to learn a new skill. 135 12 -0.603 0.209 0.136 0.414 
MMA has a negative societal impact, as athletes are bad role models for 
children. 135 12 0.36 0.209 -0.901 0.414 
MMA has a negative societal impact as it is directly linked to street 
violence. 135 12 0.445 0.209 -0.836 0.414 
MMA is a violent sport as athletes act violently. 135 12 -0.15 0.209 -1.184 0.414 
MMA is a violent sport because despite sporting or competitive 
elements, its nature is violence 135 12 -0.458 0.209 -0.846 0.414 
MMA is a violent sport because while other sports may have fights in 
them, MMA's core objective is fighting 135 12 -0.228 0.209 -1.15 0.414 
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Table 5.16 – Second Exploratory Factor Analysis – MMA Attitudes 
 
Rotated Component Matrixa Component 
   
  Legitimacy Violence Social Economic Benefit 
MMA is a legitimate sport because of its rapid growth, development and extensive fan base. 0.903    
MMA is a legitimate sport because Victoria has made it legal to hold events. 0.886 
   
MMA is a legitimate sport because major corporations recognise it as such and sponsor events. 0.84    
MMA is a legitimate sport because professional athletes compete in events. 0.729    
MMA is a legitimate sport because it incorporates extensive rules, regulations, on-site doctors and external governing 
bodies. 0.703    
As similar sports are held in the Olympics, this demonstrates MMA as too being a legitimate sport. 0.695    
MMA should be legal in all states in Australia because it brings in significant money to our economy. 0.661    
MMA is a violent sport because while other sports may have fights in them, MMA's core objective is fighting 0.875 
  
MMA is a violent sport because despite sporting or competitive elements, its nature is violence 0.851   
MMA is a violent sport as athletes act violently. 0.81   
MMA is a violent sport because of how bloody athletes get. 0.67 
  
MMA is an unsafe sport. 0.579   
Holding MMA events in a 'cage'/Octagon is against Victoria's societal values. 0.784  
MMA has a negative societal impact as it is directly linked to street violence. 0.748 
 
MMA has a negative societal impact, as athletes are bad role models for children. 0.733  
Participants of MMA (training at local venues) are violent or aggressive and are there to fight. 0.73  
Holding MMA events in a given state will generate economic benefit for that state. 0.843 
Holding MMA events in a given state will positively affect the (geographically) surrounding businesses. 0.812 
The potential economic benefit MMA events can generate in Australia justifies its legalisation. 0.576     0.599 
Extraction Method: Principal Component Analysis.    
 Rotation Method: Varimax with Kaiser Normalization. 
  
a Rotation converged in 7 iterations.       
AVE 0.607 0.586 0.561 0.576 
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Cronbach Alpha 0.914 0.874 0.836 0.800 
Mean 0.773857143 0.757 0.74875 0.751333333 
Std Deviation 0.099680203 0.127300825 0.049568135 0.132831974 
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5.3.2. EFA: Involvement  
 
 Table 5.17 illustrated a KMO and Bartlett’s test score of 0.955, indicating the 
appropriateness for structure detection. All items load onto each factor well, although the 
participation variable scored slightly lower. While participation was initially considered to be 
important for this research, throughout much of the analysis it did not appear to be a major 
contributor towards consumption of MMA (through various means), and it was considered that 
opinions, attitudes and behaviours towards MMA are vastly different from participation 
(potential or actual) thereof. As such, items in the survey pertaining to participation and training 
in MMA at local gym or at an amateur level were omitted from the scale.  
 
Table 5.17 – KMO and Bartlett’s Test 
 
 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. .955 
Approx. Chi-Square 2386.642 
df 78 
Sig. < .001 
 
The same process was implemented to address Involvement items. As these scales were 
developed from established measures, it was anticipated they would converge under a single 
construct well. 13 Involvement items were used in an EFA and can be observed in Table 5.18. 
A test for skewness and Kurtosis was applied for the involvement items, illustrated in Table 
5.19. Skewness and kurtosis values fall within the desired thresholds in each case. That is, 
Skewness not exceed +/- 1 (Hair et al., 2010).
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Table 5.18 – Exploratory Factor Analysis – Involvement 
 
MMA is a sport that…-I support: I do not support 0.926 
MMA is a sport that…-I engage with: I do not engage with 0.886 
MMA is a sport that…-I follow: I do not follow 0.876 
MMA is a sport that…-I like: I do not like 0.964 
MMA is a sport that…-I find exciting: I do not find exciting 0.948 
MMA is a sport that…-I care about: I do not care about 0.836 
MMA is a sport that…-I find interesting: I do not find interesting 0.949 
MMA is a sport that…-I would participate in: I would not participate in 0.639 
MMA is a sport that…-I would attend: I would not attend 0.923 
MMA is a sport that…-I would watch on TV: I would not watch on TV 0.936 
MMA is a sport that…-I would read about in newspapers: I would not read about 
in newspapers 0.800 
MMA is a sport that…-I would read about/follow on social media: I would not 
read about follow on social media 0.833 
MMA is a sport that…-I would be happy for my state to hold events: I would not 
be happy for my state to hold events 0.843 
Extraction Method: Principal Component Analysis.  
a 1 components extracted.   
AVE 0.874 
Cronbach Alpha  0.981 
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Table 5.19 – Skewness and Kurtosis of Involvement 
  Support Engage Follow Like Exciting 
Care 
About Interesting Participate Attend 
Watch - 
TV 
Read - 
Newspap
ers 
Follow - 
Social 
Media 
State 
Host 
Events 
Valid 135 135 135 135 135 135 135 135 135 135 135 135 135 
Missing 12 12 12 12 12 12 12 12 12 12 12 12 12 
Skewness 0.308 0.067 -0.140 0.275 0.308 -0.156 0.246 -0.815 0.091 0.281 0.160 0.124 0.454 
Std. Error of 
Skewness 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 0.209 
Kurtosis -0.964 -1.073 -1.190 -1.088 -1.206 -1.026 -1.287 -0.525 -1.474 -1.424 -1.189 -1.158 -1.060 
Std. Error of 
Kurtosis 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 0.414 
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 Table 5.18 indicates that the semantic differential scale or ‘Involvement’ items all 
converge under one factor. What has been achieved in this section of the analysis is three EFA’s 
being conducted. Following undesirable results illustrated in Table 5.12, a second EFA was 
conducted after the removal of problem items. The result was that a four-factor structure was 
observed, with factors identified as Legitimacy, Economic/Political, Social and Violence. 
Some items were further reduced or reworded to attempt to split the Economic/Political factor 
into two factors but in this case the items still did not fall above the acceptable thresholds. AVE 
and Alpha values were above the required thresholds supporting the development of a full 
survey to develop a CFA process. 
 
5.4 – MEANS COMPARISONS 
 
Table 5.20 presents a means comparison between composite values of each of the 
‘MMA Attitude’ factors, reflecting the participant’s overall disposition towards MMA. This 
table indicates that for the ‘Strongly Disagree’ segment (of the Disposition measurement item), 
that perception of legitimacy is very low (mean = 1.4), while a high perception of MMA as 
violent and leading to negative social ramifications (mean 6.2 and 6.1 respectively) is reflected 
by this segment. Many of the ‘middle’ segments (somewhat disagree, neither agree nor 
disagree, and somewhat agree), as anticipated have scored around the average; around 3-5 (on 
a seven-point scale). Conversely, the ‘strongly disagree’ segment scored very highly on 
perception of the sport as being legitimate (mean = 6.1), and low on perception of MMA being 
violent or leading to social ramifications (mean = 2.7 and 2.1, respectively). These disposition 
and attitude scores are in line with what would have been expected.  
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Table 5.20 – Disposition and MMA Attitudes 
 
Disposition   Legitimacy Violence Social Economic 
Strongly Disagree Mean 1.40 6.24 6.14 3.15 
Disagree Mean 3.44 5.16 4.51 3.47 
Somewhat Disagree Mean 4.04 4.80 4.16 4.13 
Neither Agree nor 
Disagree Mean 4.54 4.37 3.40 4.27 
Somewhat Agree Mean 4.98 4.21 3.27 4.86 
Agree Mean 5.23 3.53 3.30 5.16 
Strongly Agree Mean 6.12 2.68 2.12 6.02 
 
 Correlation analysis was undertaken to identify possible relationships between MMA 
Attitudes (internally between constructs) and disposition (the single item scale). There is a 
significant positive correlation between Disposition towards MMA and Legitimacy Composite 
Value and Economic Benefit Composite, showing those who believe the sport is legitimate, 
also indicated they believe it leads to a positive economic benefit. There is a significant 
negative correlation between Disposition towards MMA and Violence Composite Value and 
Social Composite Value. This indicates that those who have a positive disposition towards 
MMA do not believe the sport is violent or leads to negative social ramifications, while the 
opposite is also true. This is evident in the Bivariate Correlation table below where significant 
(starred) values of Violence and Social are negative under the Legitimacy, Economic and 
Disposition columns. 
 
Table 5.21 – Correlation Across MMA Attitudes & Disposition 
 
  Legitimacy Violence Social Economic Disposition 
Legitimacy 1     
Violence -.480** 1    
Social -.505** .661** 1   
Economic .714** -.404** -.449** 1  
Disposition .734** -.613** -.621** .644** 1 
** Correlation is significant at the 0.01 level (2-tailed).    
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 Table 5.21 further supports the outcomes determined by the correlation into MMA 
attitudes and disposition. Items testing reasons for attendance score high in Legitimacy and 
Economic Benefit, but low in Violence and Social composite scores, while those items testing 
reasons against attendance score high in Violence and Social composite scores and low in 
Legitimacy and Economic Benefit composite scores. Those in support of MMA and would 
consider attending an event, think the sport is legitimate and will generate economic benefit 
for their state, that it is not violent and will not impact society negatively. Conversely, those 
who are against MMA would not consider attending and feel the sport is not legitimate or will 
not generate economic benefit, and that MMA is violent and will impact society negatively. 
The pilot findings provide initial evidence that those with a negative disposition to the 
sport: 1) do not believe it is legitimate; 2) do not believe it leads to positive economic benefit; 
3) do not believe it should be legal; 4) believe it leads to negative social impact and; 5) believe 
it is violent. This suggests there exists a justifiable separate segment of people who exert strong 
negative attitudes towards the sport of MMA. Equally there is a strong positive segment who 
display the inverse attitudes to those who are negative towards the sport. These initial findings 
suggest that marketing communications may need to differ considerably in the approach taken 
towards each segment, and that different groups of people with strong opinions about the sport 
exist, whether those opinions are negative or positive.  
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Table 5.22 – Reasons for Attending an MMA Event & MMA Attitudes 
 
    Legitimacy Violence Social Economic Benefit 
Only If friends were going (social 
interaction) 4.90 3.70 2.90 5.00 
To try a new thing 5.30 3.80 3.20 5.40 
To witness the spectacle of MMA 5.60 3.30 2.80 5.60 
To appreciate the technical and 
professional elements of the fighter’s 
techniques 
5.30 3.30 2.70 5.40 
For the atmosphere and excitement 5.40 3.30 2.70 5.40 
To follow an athlete 5.50 3.10 2.60 5.70 
To watch the event live as I am a fan 6.10 3.40 2.50 6.10 
I would not attend an MMA event as I feel 
the people who attend are Neanderthals or 
unintelligent and just there to see violence 
2.60 5.90 5.00 3.20 
I would not attend an MMA event as I am 
'turned off' MMA as a spectator due to how 
bloody the fights are 
3.10 5.40 4.70 3.60 
I would not attend an MMA event as I feel 
MMA is a violent sport 3.10 5.60 4.90 3.60 
I would not attend an MMA event as I am 
opposed to fight sports 3.10 5.40 5.00 3.50 
I would not attend an MMA event as I am 
simply disinterested 3.80 4.90 4.40 4.00 
I would not attend an MMA event but I am 
not opposed to them being held in my state 4.40 4.90 3.60 4.40 
 
Table 5.23 presents the response to the question; ‘Would you consider going to an 
MMA event?’, with the four MMA Attitude composite scores. Those who responded ‘yes’, 
scored higher on legitimacy and economic benefit, and lower on violence and social. The 
opposite is also observed once again with those people who responded ‘no’.  
 
Table 5.23 – MMA Attendance Consideration & MMA Attitudes 
 
 
  Legitimacy Violence Social 
Economic 
Benefit 
Yes 5.30 3.60 3.00 5.20 
No 3.70 5.00 4.40 3.80 
Total 4.70 4.10 3.50 4.70 
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 The information identified from Table 5.24 shows the correlation between the four 
MMA Attitude composite scores, and whether participants would consider attending an MMA 
event. It is a correction matrix of Table 5.23’s cross-tabulation analysis.  
 
Table 5.24 – MMA Attitudes and Consider MMA Attendance Correlation 
 
    Legitimacy Violence Social Economic  
MMA 
Event 
Consider 
Legitimacy Pearson Correlation 1 
    
Violence Pearson Correlation -.480** 1 
   
Social Pearson Correlation -.505** .661** 1 
  
Economic Pearson Correlation .714** -.404** -.449** 1 
 
MMA Event 
Consider 
Pearson 
Correlation -.484** .447** .442** -.493** 1 
 Sig. (2-tailed) 0 0 0 0  
  N 135 135 135 137 137 
** Correlation is significant at the 0.01 level (2-tailed).   
 
 Table 5.24 identified that there is a significant positive correlation with attendance 
consideration and Legitimacy and Economic Benefit composite values and a significant 
negative correlation with attendance consideration and Violence and Social composite values. 
This suggests that those who believe the sport is legitimate and leads to positive economic 
benefit for the state are likely to consider attendance. They also believe the sport is not as 
violent and does not lead to negative social ramifications.  
 Conversely, those who would not consider attending an MMA event do not believe the 
sport is legitimate, or that it leads to positive economic benefit for the state in which events are 
held. They do believe the sport is violent, and that it presents negative social implications.  
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5.5 REVIEW OF THE PILOT RESULTS 
 
 Initial pilot results provided descriptive and frequency scores of basic demographics, 
geographic, psychographic, attitudinal and behavioural outcomes measured from the survey to 
provide an overall summary of the participants.  
 With respect to attitudes, most participants identified themselves as outgoing, open to 
change and adventurous, potentially also a symptom of having a large portion of the population 
being younger students. Another explanation may be participant’s willingness to identify 
themselves as introverted or extroverted despite their actual attitudes and resulting behaviours.  
 Most participants were interested in court and field sports and discovered MMA 
through friends and media. A majority would consider attending an MMA event, though this 
is no real indication of behavioural intention. Reasons for attendance consideration centred on 
ideas such as trying a new thing and to witness the spectacle of MMA, which for the most part, 
reflect many participant’s identification of their personality traits as being open to change. 
Significantly, the highest scoring item for why participants would not consider attending an 
MMA event was not centred around violence or demonising the sport, but simply due to 
disinterest.  
Participants had mostly been exposed to MMA through newspaper, social media and 
television platforms and felt that MMA is portrayed somewhat positively (slight positive 
skew). A relatively standard bell curve represented participants level of support for MMA also, 
with the majority between ‘supporter of MMA’ and ‘somewhat opposed to MMA’, and very 
few significantly in support or opposed to the sport.  
With respect to sport participation and attendance, the participants preferred court, 
field, athletic and other sports, and the majority attend a maximum of 7 live events a year. 
While 31% had been to a combat sports event before, only 10% of these were MMA events. 
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Even this seemed high for the low level of accessibility that Melbourne residents have 
historically had to MMA events. 
Following the administration of the survey tool, exploratory factor analysis (EFA) of 
these items, as well as semantic differential items were conducted. An Average Variance 
Extracted (AVE) score of above 0.5 was sought as “an AVE of less than 0.5 indicates that, on 
average, more error remains in the items than the variance explained by the latent factor 
structure in a measurement model” (Hair et al., 2010, p. 709). With respect to the reliability 
coefficient or consistency of the scale (using Cronbach’s Alpha), the lower limit here is 
commonly 0.70, although “care is to be taken with larger scales as this will increase the 
reliability” (Hair et al., 2010, p.125).  
As shown in Table 5.12, legitimacy (AVE: 0.593, Cronbach’s Alpha: 0.92) violence 
(AVE: 0.62 and Cronbach’s Alpha: 0.889) and social factors (AVE: 0.473 and Cronbach’s 
Alpha: 0.816) loaded acceptably or well, with other lower scoring items and cross-loadings 
also apparent. From the initial EFA, problematic variables were removed (those that seemed 
to test more than one issue), of which some were re-worded from the pilot study’s items and 
used for the final survey. As a result, a second EFA was conducted, with results presented in 
Table 5.16. This resulted in four constructs scoring above the desired 0.5 AVE and 0.7 
Cronbach’s Alpha score. Constructs were labelled legitimacy (AVE: 0.607, Cronbach’s Alpha: 
0.914), violence (AVE: 0.586, Cronbach’s Alpha: 0.874), social (AVE: 0.561 and Cronbach’s 
Alpha: 0.836) and economic benefit (AVE: 0.576 and Cronbach’s Alpha: 0.80). However, 
factors usually require 3 items to be considered significant and it is of note to identify that one 
of the items for economic benefit (‘The potential economic benefit MMA events can generate 
in Australia justifies its legalization’) cross loaded with legitimacy so this was removed. After 
removing low scoring items, items which scored in economic benefit/political and cross loaded 
into legitimacy also were reworded, to attempt to make a more defined construct going forward.  
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Following EFA of items developed in the scale development section, an EFA of 
involvement was run to test whether these grouped under one construct. As demonstrated in 
Table 5.18, all items represented one factor very well, except for a participation variable. This 
item was then removed as the researchers deemed that perhaps participation and consumption 
of MMA were likely different constructs. This was deemed appropriate given that no 
significant correlation between the two or causation of one leading to the other was identified 
at this time. This process left four items to be used as outcome variables, these being 
disposition, involvement, attitudinal and behavioural loyalty. 
From here, exploratory analysis was undertaken on the developed attitudinal constructs. 
Composite scores of the identified factors (not including the semantic differential factor) were 
determined. There was a significant positive correlation (Table 5.21) between Legitimacy and 
Economic Benefit and disposition towards MMA, while also having a significant negative 
correlation between Violence and Social Impact composite scores. This indicated that those 
with a positive disposition towards MMA believed the sport is legitimate, holding events leads 
to a significant economic benefit for that state, the sport is not violent and finally, does not lead 
to a negative social impact. The opposite can be said for those with a negative disposition 
towards MMA. This supports the theory that different clusters or segments or consumer likely 
exist in Victoria, with respect to their knowledge, opinions, attitudes and behaviours towards 
MMA.  
This is again supported in Table 5.23, with Legitimacy and Economic Benefit 
composite scores scoring higher for the averages of those items which test reasons why 
participants would attend an MMA event, but lower in the average of items testing why 
participants would not attend an MMA event. The opposite can again be said for this test, with 
Violence and Social composite scores scoring higher in the average of reasons why participants 
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would not attend an MMA event, and lower in the average of items testing why participants 
would attend an MMA event.  
A significant correlation is apparent in Table 5.24 in a test of attendance consideration 
versus composite scores. In this case, a significant negative correlation between legitimacy 
composite score (-0.484) and economic benefit composite score and (-0.493) and whether 
participants would consider attending an MMA event. In turn, a positive significant correlation 
exists between violence composite score (0.447) and social composite score (0.442) and 
attendance consideration.  
 
5.6 CONCLUSION 
 
Chapter 5 presented the item development process and pilot test results. The item 
development process originated from the framing content analysis exercise examined in 
Chapter 4, coupled with an assessment of the literature. The item development process 
involved initially developing 193 separate items and then assessing each one for relevance. 
Following DeVellis’ (2012) 8 stage process, these items were developed, grouped several 
times, and reduced into a 26-item scale. This scale formed the main tool in the pilot survey and 
resulted in a 4-factor structure (Legitimacy, Economic Benefit, Social and Violence). 
Chapter 5 provided results via EFA supporting the creation of items to use as part of a 
broader survey into public attitudes and motivations towards MMA. The results illustrated that 
there are indeed segments of consumers that exist with respect to their attitudes, opinions, 
behaviours, involvement and disposition towards MMA in Victoria. Predictors of this 
behaviour were illustrated through an EFA process as being participant’s perception of the 
sport’s legitimacy, violence, social impact, economic benefit and legality.  
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The establishment of a survey reflecting the items testing people’s attitudes and 
motivations towards MMA resulted. The results of a full survey of 300 representative 
participants of Victoria was then undertaken and are presented in Chapter 6. Segments are 
identified and characterised. A CFA process is undertaken to identify constructs and build a 
conceptual model. Linear regression is then conducted to understand the predictors of 
behaviour and help inform strategy to understand consumers more effectively.  
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CHAPTER 6 
RESULTS: 
SAMPLE CHARACTERISATION AND ANALYSIS 
 
 
6.1 INTRODUCTION  
 
Chapter 6 reviews comprehensively the descriptive and frequency variables from the 
survey, any apparent issues with the data with respect to normality, missing values and so forth, 
and subsequently the measurement scales are evaluated. The development of the constructs 
through confirmatory factor analysis is demonstrated and various measurement models are 
illustrated. This chapter shows the most significant predictors of the identified dependant 
variables towards the adoption and rejection of the MMA sport product.   
 Following the analysis of sample, and CFA stages, Chapter 6 establishes relationships 
between MMA attitudes and behaviours towards MMA consumption. To do this, regression 
analysis and Structural Equation Modelling (SEM) is performed to test how the MMA attitudes 
predict likely consumption. 
 Finally, Chapter 6 provides a cluster analysis of the sample to determine segments of 
Victorian consumers in relation to their attitudinal loyalty, behavioural loyalty and disposition 
towards, and involvement with, MMA. These segments are then mapped onto the conceptual 
framework (Figure 2.12) proposed in Chapter 2.  
 
6.2 ANALYSIS OF SAMPLE  
 
To begin, a descriptive analysis of the sample including demographic, psychographic 
and behavioural variables are presented to provide a background about the participants.   
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6.2.1 Demographic Profile 
 
Table 6.1 displays demographic variables. The sample was 48% male (in line with the 
Victoria average of 49.5% (ABS, 2017). There was a relatively even distribution of age, with 
the largest age group represented by the 25-34 bracket. While it is often reported that younger 
people are more likely to consume new/innovative products or are open to new experiences, it 
is not anticipated that this statistic had a significant effect on participant’s attitudes, behaviour 
and opinions towards MMA. 33% of the population has at least a High School 
Education/Diploma, while 67% had education beyond this (being a diploma, degree or higher 
degree). Level of Education does not match ABS variables exactly (which indicate 56% hold 
a post school qualification), but is not entirely different to the population. 40% undertook full 
time work, with substantial numbers in the sample working part time or not at all (28% and 
33% respectively). As a result, most the sample earns under $80,000 per annum (75%). The 
well-distributed population across age groups is represented in the demographic variable life-
cycle stage, with a consistent percentage of participants represented in each category, with 
‘single/couple family with children who have left home’ most represented at 24%.  
 
Table 6.1 – Demographics 
  n  % 
Gender     
Male 149 48 
Female 161 52 
Age     
18-24 27 9 
25-34 67 22 
35-44 47 15 
45-54 55 18 
55-64 53 17 
65+ 56 18 
Education     
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High School 103 33 
Diploma 69 22 
Undergraduate Degree 91 29 
Post Graduate Degree 47 15 
Employment   
Part Time 86 28 
Full Time 123 40 
Unemployed 101 33 
Income     
$0 - $20,000 58 19 
$20,001 - $40,000 61 20 
$40,001 - $60,000 61 20 
$60,001 - $80,000 52 17 
$80,001 - $100,000 36 12 
$100,001 - $120,000 17 6 
$120,001 - $140,000 6 2 
$140,001 - $160,000 11 4 
>$160,001 8 3 
Life Stage     
Single living alone 41 13 
Group of adults living in shared accommodation 32 10 
Family without children 47 15 
Family with children (youngest child is 5yrs or 
under) 33 11 
Family with children (youngest child is 6-14yrs) 25 8 
Family with children (youngest child is over 15yrs) 46 15 
Single/couple family with children who have left 
home 73 24 
Other family 13 4 
 
 
6.2.2 General Sport Consumption Behaviours 
 
 General sport consumption behaviours are presented, to generate an understanding of 
the sample with respect to the way they perceive, engage with, and value sport. Initially, the 
survey asked respondents about what they valued about sport or entertainment in general. Table 
6.2 shows the results, noting that participants were restricted to one answer. As illustrated in 
Table 6.2 the most important thing to participants was spending time with family (26%). This 
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is followed by witnessing the spectacle of the sport (18%) and appreciation of skill and 
technique (17%). Overall, the sample, indicated they found sport to be a platform for social 
interaction and time with family, rather than attending purely for the sport itself. 
 
Table 6.2 – Sports Entertainment Value 
  n % 
Spending time with family 81 26 
Spending time with friends 32 10 
Social Interaction 47 15 
Witnessing the spectacle of the sport 56 18 
Thrill Seeking/Risk Taking 6 2 
Appreciation of Skill/Technique 51 17 
Supporting my favourite team live 31 10 
Vicarious achievement through teams or athletes 6 2 
Total 310 100 
 
The respondents’ sports of interest were then profiled. Table 6.3 illustrates that the sport 
type that drew the most interest were field sports (67%), with significantly higher scores than 
the next highest category, court sports at 43%. This was probably expected of a Victorian 
sample, as the state has a substantial and passionate following for the field sport Australian 
Rules Football. In total, 32% of participants indicated they were interested in combat sports, 
not dissimilar to the totals for swimming, athletics and auto sports. As such, around a third of 
the sample may have some level of support for MMA. 
 
Table 6.3– Sport Interest 
 n % 
Field Sports (e.g. rugby, Australian Rules, soccer) 209 67 
Court Sports (e.g. tennis, hockey) 133 43 
Swimming Sports 105 34 
Athletic Sports (e.g. weight lifting, running, javelin) 98 32 
Combat Sports (e.g. kickboxing, boxing, MMA) 98 32 
Auto Sports (e.g. Formula 1, Moto GP, V8 Supercars) 80 26 
OTHER – Name specific. 61 20 
Note: Respondents could select multiple options  
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 Table 6.4 illustrates current sport participation, with 76% of the population undertaking 
current participation. Sport participation responses reflect a predominant engagement in 
‘walking/jogging/running/cycling’ (59%), and ‘gym’ (27%). Other notable sports or fitness 
activities in which the population currently participates included swimming sports (14%), court 
sports (14%) and golf (9%). Interestingly, 19 participants (6%) currently participated in combat 
sports. 
 
Table 6.4 – Sports Participation 
 
 
 
  n % 
Walking/Jogging/Running/Cycling 184 59 
Gym 84 27 
None 73 24 
Swimming Sports 42 14 
Court Sports 42 14 
Golf 28 9 
Field Sports 27 9 
Other 24 8 
Athletic Sports 22 7 
Combat Sports 19 6 
Auto Sports 8 3 
Rowing 6 2 
 
The respondents’ engagement with live events was also collected. Table 6.5 illustrates 
that 63% attended a live sport event in the last 12 months, however, given the general nature 
of the sample, were not necessarily avid sports fans, with a cumulative 71.9% of respondents 
attending 3 or less live sporting events per year. While this may be standard for other places of 
the world, Melbourne has been rated the sporting capital of the world several times (Premier 
of Victoria, 2016), as well as the sporting capital of the decade. As such, it was anticipated that 
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sport attendance may have been higher, due to the vast variety of sport event types one can 
attend in Victoria’s capital city. 
 
Table 6.5 – Live Event Attendance 
 
  n % 
0 115 37 
1 to 3 108 35 
4 to 7 41 13 
8 to 11 17 6 
12 or more 29 9 
Total 310 100 
  
6.2.3 MMA Consumption Behaviours 
 
 Likelihood to attend MMA, as well as reason for or against attendance, attitude towards 
the sport, whether participants had attended MMA or combat sport events before and whether 
they had engaged in dysfunctional behaviour towards the sport was next explored. Table 6.6 
indicates that in total, 45% of respondents noted they would consider attending an MMA event.  
For what may be considered a violent sport and in a sample represented by participants 
representing a wide age-range, this was not necessarily anticipated. Considering 32% stated in 
Table 6.3 they were interested in combat sports, 45% stating they would consider attending an 
MMA event could be considered high, noting a level of general interest in the sport despite 
earlier not identifying as a combat sport fan.  
 
 
Table 6.6 - MMA Event Attendance 
 
 Would respondent consider MMA Attendance n % 
Yes 139 45 
No 171 55 
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 Next, data was collected on participant’s motivations towards attending MMA events. 
Results are shown in Table 6.7. Ranked in order of highest (scores in the ‘somewhat important’ 
category and higher) saw Physical Skill (6.53) as being most important of 9 categories, 
followed by Knowledge of the Sport and Social Interaction (with mean scores of 5.99 and 5.94, 
respectively). This was of a possible score of 1 (lowest) to 8 (highest).  
 
Table 6.7 – Motivation to Attend MMA Event  
 
  n Min Max Mean Std. Deviation Skewness Kurtosis 
Physical Skills 139 1 8 6.53 1.200 -1.202 3.241 
Knowledge 139 1 8 5.99 1.207 -1.015 3.577 
Social 139 1 8 5.94 1.389 -1.067 2.424 
Achievement 139 1 8 5.64 1.445 -1.089 2.149 
Drama 139 1 8 5.56 1.430 -0.773 1.714 
Aesthetics 139 1 8 5.55 1.353 -0.947 2.221 
Escape 139 1 8 5.51 1.553 -0.886 1.377 
Family 139 1 8 5.42 1.805 -0.824 0.436 
Physical Attraction 139 1 8 5.22 1.587 -0.880 1.127 
 
 
 Following this, reasons for consuming MMA were analysed. This was different to 
attendance specifically. Table 6.8 presents ‘to try a new thing’ at 26% being the most likely 
reason to consume MMA, with ‘to witness the spectacle of MMA’ (25%), ‘to appreciate the 
technical and professional elements of the fighter’s techniques’ (23%) and finally, ‘for the 
atmosphere and excitement’ (23%) also scoring highly. These two tables do not necessarily 
concur with the results presented in Table 6.2 which identified family as being the main reasons 
for attending sporting or entertainment events. However, ranked second and third were 
‘witnessing the spectacle of the sport’ and ‘appreciation of skill and technique’, which are very 
much comparable between the findings from Table 6.2 and Table 6.8.  
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Table 6.8 - Reasons for Consuming MMA 
n % 
To try a new thing 80 26% 
To witness the spectacle of MMA 78 25% 
For the atmosphere and excitement 72 23% 
To appreciate technical and professional elements of fighters 70 23% 
Only if friends were going (social interaction) 57 18% 
To watch the event live, as I am a fan 23 7% 
To follow an athlete 19 6% 
*Multiple options could be selected so totals may not equal 100% 
 
Conversely, reasons not to attend illustrated simple disinterest as being the most likely 
reason with 31% of respondents indicating this. Given that MMA is considered inherently 
violent and having a sample of respondents with a broad gender and age representation, it could 
be anticipated that violence would be the highest-ranking reason for non-attendance 
consideration. The reason that MMA is a violent sport (26%) resulted in the second highest 
ranking response recorded. 
Other items also appear driven by themes of violence as well. Responses, ‘the people 
there just want to see violence’ (17%), I am 'turned-off' MMA as a spectator due to how bloody 
the fights are (16%) feature substantial proportions of the sample’s reasons for not attending an 
MMA event. This begins to indicate that the violent nature of the sport may be a driver for 
consumers not to adopt the sport.  
 
Table 6.9 – Reasons Not to Attend an MMA Event 
  n % 
I am simply disinterested. 97 31 
I feel MMA is a violent sport. 80 26 
The people there just want to see violence. 54 17 
I am 'turned-off' MMA as a spectator due to how bloody the fights are 50 16 
I would not attend an MMA event but am not opposed to them being 
held in my state. 44 14 
I am opposed to fight sports. 39 13 
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To gauge a general understanding, the next section sought to understand an overall 
attitudinal disposition, collected by a single item measure. Table 6.10 shows the highest 
percentage of responses in the neutral category (32%), reflecting ‘disinterest’ as being most 
likely reason for not attending. A cumulative frequency score of 32% made up the negative 
attitudinal groups, while 36% made up the positive attitudinal groups, demonstrated below. 
 
Table 6.10 – Attitude 
 
  
  n % 
Extremely opposed to MMA 39 13 
Significantly opposed MMA 21 7 
Somewhat opposed to MMA 38 12 
Neutral 99 32 
Somewhat supportive of MMA 68 22 
Supporter of MMA 44 14 
Hardcore/fanatical supporter of 
MMA 1 0 
Total 310 100 
 
 
Table 6.11 illustrates participant’s responses to whether they had attended a combat 
sport event before. As combat sports (MMA) is the context for this research, it was therefore 
asked in a separate item from live generic sport attendance (Table 6.5) and whether participants 
would consider attending an MMA event (Table 6.6). Table 6.11 shows that 30% of 
participants have attended a combat sport event before. This was inclusive of any discipline 
(e.g. boxing, kickboxing, wrestling etc.), and professional or amateur bouts. This left 70% of 
participants indicating they had not ever attended a combat sport event. Table 6.11 also shows 
that 8% had attended an MMA event. A low score of people who have attended an MMA event 
before was expected when surveying a Victorian population, as the sports predominant 
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provider, the UFC, has only held one professional event in Melbourne at the point at which the 
survey was taken. In addition to this, MMA is a new sport, relative to established sports such 
as boxing, kickboxing and wrestling. 
 
Table 6.11 – Combat Sport and MMA Event Attendance 
 
  n % 
Combat Sport Event Attendance   
Yes 94 30 
No 216 70 
MMA Event Attendance     
Yes 25 8 
No 285 92 
 
 
 Finally, dysfunctional behaviours were identified in Table 6.12. Five items were 
considered, with a yes/no option for participants. When asking whether participants had 
engaged in ‘negative word of mouth WOM regarding MMA to family or friends’, the highest 
yes response (13%) was recorded. This indicates that the largest recorded percentage of 
participants were likely to act negatively towards MMA, but in a convenient manner via 
discussion. Item 2 asked whether participants had engaged in ‘negative electronic word of 
mouth (EWOM) to family or friends’, with 4% answering yes. Item 3 concerned a similar issue 
asking whether participants had posted negative sentiment on social media, with 3% answering 
that they had. Discouraging family or friends from engaging with social media was item 4, the 
second highest yes response with 5% of respondents. Finally, ‘actively protested MMA’ 
resulted in the lowest yes responses, at 2%. This table is represented by only a small number 
of respondents, which does indicate that dysfunctional behaviour does fall within the realm of 
being displayed by only a small number of people.   
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Table 6.12 – Dysfunctional Behaviour 
 
Negative Behaviour - Have you engaged in any of the following?   
    Yes 
Negative word of mouth (WOM) regarding MMA to family or friends? n 39 
  % 13 
Negative electronic word of mouth (EWOM) regarding MMA to family or 
friends n 13 
  % 4 
Posting negative sentiment on social media n 9 
  % 3 
Discourage friends or family from engaging with MMA n 16 
  % 5 
Actively protested MMA n 6 
  % 2 
 
6.2.4 Summary of Sample 
 
 In short, the sample was a good fit to expected demographic variables. This was due to 
it being a representative panel sample of the population of Victoria. The sample may not be 
called sports fanatics, with over 70% attending three or less live sport events a year, however 
45% would consider attending an MMA event, mostly for the physical skill attribute (6.53). 
Reasons to attend were to try a new thing (26%) or witness the spectacle (25%), while reasons 
not to attend consisted of disinterest (31%) and that MMA is a violent sport (25%). Attitude 
towards the sport indicated approximately 31% negative categories, 31% neutral categories 
and 36% in the positive categories. As such, a good cross-section of participants exists, with 
respect to their understanding and views towards the sport. The sample appears to have diverse 
positive and negative groups with respect to a number of MMA specific variables. As such, it 
is likely to be an adequate sample to find positive and negative segments of consumers relative 
to the general population of Victoria. This chapter now turns to construct development. 
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6.3 CONSTRUCT DEVELOPMENT / MEASUREMENT AND STRUCTURE 
MODELS  
 
Chapter 5 introduced a range of items which were collected regarding MMA attitudes 
and consumption. This section now develops these items into constructs to identify attitudinal 
loyalty, behavioural loyalty, disposition towards, and involvement with, MMA. For all 
constructs, the items represented in the corresponding factors; MMA attitudes (Legitimacy, 
Political, Social, Violence), Attitudinal Loyalty, Behavioural Loyalty and Involvement, can be 
found in Appendix 1and 2. This item representation displays the items as they appeared in the 
survey tool itself, their abbreviations used in many of the above and following tables, and their 
coded name for the use of CFA structures (above). 
From here, the construct development process consisted of normality testing, and CFA 
processes, followed by tests for validity and reliability. MMA Attitudes are presented initially, 
followed by outcome or consumption measures. Each construct is illustrated as a measurement 
model. Full CFA models are then presented. The purpose of this section is to discuss how well 
the measured variables represent the constructs, to analyse the models and to identify and 
discuss potential issues with these models and the data itself.  
 
6.3.1 Statistical Thresholds, Tests for Unidimensionality, Reliability and Validity 
 
 Table 6.13 identifies and explains each of the acceptable statistical thresholds. Hair et 
al. (2010) suggests several cut-offs when assessing measurement and structural models. Table 
6.13 provides an overview of the fit measures, with each stage of the analysis noting the 
relevant fit against these measures. These standard measures were applied to the results in the 
research presented in this thesis. Following this, unidimensionality, reliability and validity is 
discussed. 
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Table 6.13 – Acceptable Thresholds for Statistical Analysis 
 
Statistical Analysis Method 
Acceptable 
Level Interpretation 
Absolute Fit Measures 
x² Statistic >0.05  This should be paired with other methods however. 
Cmin/df 3:1 or less Closer to 1 indicates a better fit, though <3 is acceptable. 
Goodness-of-fit (GFI) >0.90 
GFI can range from 0 to 1, the closer to 1 indicating a better fit. Typically, >0.90 is 
considered a good fit. 
Root Mean Square Error of 
Approximations (RMSEA) <0.8 
Lower RMSEA values indicate a better fit. Depending on research, <0.5 or <0.8 can 
indicate a good fit. 
Incremental Fit Indices 
Normed Fit Index (NFI) >0.90 Models with good fit have values close to 1.  
Comparative Fit Index (CFI) >0.90 Models with good fit have values close to 1.  
Tucker Lewis Index (TLI) >0.90 Models with good fit have values close to 1.  
Parsimony Fit Indices 
Parsimonious Fit Index (PNFI) >0.90 Models with good fit have values close to 1 (usually >0.9).  
Adjusted-Goodness-Of-Fit (AGFI) >0.90 
Models with good fit have values >0.9, though AGFI is often lower than GFI 
depending on model complexity. 
Adapted from Hair et al. (2010)   
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6.3.1.1 - Data Screening: Missing Values, Normality and Linearity 
 
The initial stage was to identify any issues with the data. Missing values examined 
incompletes and drop outs, while normality reviewed whether the data was normally 
distributed. Missing values and completion rate is not of concern to this study, as the sample 
was drawn from a panel where all respondents completed the survey tool in full.  As referenced 
in Chapter 5 (Section 5.31), normality is defined my Hair et al. (2010, p. 35) as “the degree to 
which the distribution of the sample data corresponds to a normal distribution”. It is statistically 
measured using skewness (“measures the symmetry of a distribution” (p. 35)) and kurtosis 
(“measure of the peakedness or flatness of a distribution when compared to a normal 
distribution” (p. 34)). Skewness and kurtosis of a normal distribution are given values of zero 
(Hair et al., 2010). Then, values above or below zero denote departures from normality” (p. 
70). According to George and Mallery (2010), these numbers must be within +/- 2 to be 
acceptable. Values outside this range are therefore considered not normal.  Throughout the 
analysis, descriptive tables illustrate these measures. In almost all cases, the items skewness 
and kurtosis values fell within the +/- 2 threshold, often within +/- 1, illustrating these items as 
normal.  
 
6.3.1.2 – Unidimensionality 
 
This section presents an argument for using a unidimensional scale. The most 
appropriate argument would be that ‘the concept we are measuring is unidimensional in 
reality’. Unidimensionality and/or homogeneity “means that they are strongly associated with 
each other and represent a single concept” (Hair et al., 2010, p. 124). Unidimensionality is 
demonstrated by ensuring Cronbach’s Alpha is >0.70. Examples of unidimensional scales are 
Likert Scales, such as those used in this survey. In this case, the items that were being measured 
were unidimensional in reality, such as attitude (very negative to very positive), opinion 
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(strongly disagree to strongly agree) and behaviour (definitely would not to definitely would), 
thus, using such scales in the survey was deemed to be appropriate. 
 
6.3.1.3 – Reliability 
 
Hair et al. (2010, p. 3) states reliability is “the extent to which a variable or set of 
variables is consistent in what it is intended to measure. If multiple measurements are taken, 
the reliable measures will all be consistent in their values”. The purpose of this section was to 
identify issues or otherwise with the consistency of the measure. Reliability can be measured 
using Cronbach’s alpha, with an absolute threshold of 0.70 being sought (Hair et al., 2008). 
Through the analysis this is provided as various scales are analysed. 
 
6.3.1.4 – Validity 
 
Validity is concerned with the extent to which the measurement scale corresponds 
accurately in the real world (whether it is valid). In this regard, this is whether the items are 
indeed representing the intended construct. There are three types of validity of concern; 
Convergent Validity, Discriminate Validity and Nomological Validity that are discussed in 
further detail, including how they are measured in the results.  
 
 Convergent validity assesses “the degree to which two measures of the same concept 
are correlated” (Hair et al., 2010, p. 125). This means that related items in reality are correlated 
under a factor or construct. Examples specific to this work can be identified such as one relating 
to the Political/Government construct (for example), stating ‘MMA should be legal in 
Australia’ and ‘MMA should be legal in Melbourne’ having a correlation score >0.7. Here, 
Hair et al. (2010, p. 665) states “the AVE should be .05 or greater to suggest adequate 
convergent validity”. 
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Discriminant validity is stated by Hair et al. (2010, p. 125) as the “degree to which two 
conceptually similar concepts are distinct”. Discriminant validity ensures that a construct 
measure is empirically unique and represents phenomena of interest that other measures in a 
structural equation model do not capture (Hair et al., 2010). Effectively, measures that should 
not be related in reality are not related under the same factor. An example here, may be under 
the Violence construct (for example), ‘MMA is a violent sport as athletes act violently’ and 
‘MMA is a violent sport because how bloody athletes get’ having a correlation score <0.85 as, 
despite both measuring the same factor, they are different items. If all correlation scores 
amongst factors once squared, are not greater than the Average Variance Extracted (AVE) of 
that factor, then convergent validity is achieved. Evidence of this was provided in the 
measurement model stage of the results (e.g. Table 6.21). 
 According to Hair et al. (2010, p. 125), Nomological validity refers to “the degree that 
the summated scale makes accurate predictions of other concepts in a theoretically based 
model”. It effectively measures the correlation between constructs in a measurement model, 
such as the one in Figure 6.5 – All MMA Attitudes.  As an example, for nomological validity 
to be achieved, the following three constructs discussed (involvement, attitudinal loyalty and 
behavioural loyalty) would be anticipated to have a positive correlation with legitimacy, 
economic benefit and political, but a negative correlation with social and violence constructs. 
That is, those who believe the sport is legitimate, does lead to an economic benefit and should 
be legal, would be more likely to have a positive attitudinal and behavioural response to, and 
involvement with, MMA. Conversely, those who believe the sport is inherently violent and 
does lead to a negative social impact would have a negative relationship with attitudinal loyalty 
and behavioural loyalty towards, and disposition towards, and involvement with, MMA.  
Criterion validity involves a test to determine how well an outcome predicts another 
measure. In the case of predictive validity, that is, does the test accurately predict what it is 
  
 
181 
supposed to predict. Given there is no literature that tests MMA attitudes on MMA outcomes, 
hypotheses are developed to cater for this and presented in section 6.4. For example, it is 
predicted that the MMA attitudes Legitimacy and Political will be positive significant 
predictors of disposition  
 
6.3.2 Measurement Models - Attitudes to MMA 
 
6.3.2.1. Confirmatory Factor Analysis 
 
 Confirmatory Factor Analysis is a statistical analytical technique which illustrates how 
items represent their corresponding factors. Rather than a full SEM, a measurement model is 
typically made up of related constructs and their corresponding measures and errors. A 
measurement model is referred to by Hair et al. (2010, p. 606) as “a SEM model that (1) 
specifies the indicators for each construct and (2) enables an assessment of construct validity. 
The first of the two major steps in a complete structural model analysis”. It is effectively a 
model that shows how the items represent the constructs. It also allows for testing of validity 
and reliably as well as correlations between constructs.   
Table 6.14 shows the data is within acceptable criteria for normality. Mean scores are 
provided, while skewness (symmetry of the distribution) and kurtosis (peakedness of the 
distribution) measures fall within the +/-2 threshold (George & Mallory, 2010; Hair et al., 
2010) to be considered acceptable. 
Following this, a CFA structure was built in the statistical analysis software program 
AMOS. Data was modelled in line with EFA results in Chapter 5. Firstly, MMA attitudes 
were created as measurement models, then the four outcome variables (attitudinal loyalty, 
behavioural loyalty, disposition and involvement were created). These predictors are tested 
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against the outcome variables following this process. The corresponding item for each coded 
name (e.g. ‘LEGIT 1’) can be found in Appendix 10). 
 
Table 6.14 – MMA Attitudes 
 
Attitudes to 
MMA N Min Max Mean Std. Deviation Skewness Kurtosis 
POL1 310 1 7 3.86 2.060 -0.029 -1.225 
POL2 310 1 7 4.20 2.054 -0.308 -1.113 
POL3 310 1 7 4.24 2.075 -0.309 -1.144 
SOCIAL1 310 1 7 4.25 1.879 -0.079 -0.992 
SOCIAL2 310 1 7 4.16 1.832 -0.210 -0.877 
SOCIAL3 310 1 7 4.12 1.914 -0.080 -1.068 
SOCIAL4 310 1 7 3.93 1.924 -0.026 -1.066 
VIO1 310 1 7 4.64 1.839 -0.481 -0.671 
VIO2 310 1 7 4.70 1.865 -0.508 -0.681 
VIO3 310 1 7 4.76 1.841 -0.521 -0.674 
VIO4 310 1 7 4.45 1.853 -0.336 -0.818 
VIO5 310 1 7 4.62 1.821 -0.422 -0.732 
ECO1 310 1 7 4.45 1.692 -0.473 -0.394 
ECO2 310 1 7 4.11 1.697 -0.301 -0.551 
LEGIT1 310 1 7 4.07 1.983 -0.185 -1.140 
LEGIT2 310 1 7 4.28 1.966 -0.350 -1.008 
LEGIT3 310 1 7 3.99 1.916 -0.224 -1.067 
LEGIT4 310 1 7 3.95 1.902 -0.154 -1.004 
LEGIT5 310 1 7 4.35 1.964 -0.390 -0.975 
LEGIT6 310 1 7 3.90 1.935 -0.180 -1.092 
 
 In the initial stage, Figures 6.1 to 6.4 present CFA models for each of the four MMA 
Attitudes, modelled with just the items as indicators. While an attempt was made to build a 
factor for the economic benefit factor, it only had two items and cross loading was also of 
concern against the political factor. As such, it was removed from further analysis. 
In ensuring practical significance of the analysis, Hair et al. (2010, p. 116) state: 
Factor loadings in the range of +/-0.3 and +/-0.4 are considered to meet the minimal 
level for interpretation of structure. Loadings of +/-0.5 or greater are considered 
practically significant.  
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 Further, Hair et al. (2010, p. 692) states “our guidelines are that individual 
standardized factor loadings (regression weights) should be at least .5, preferably .7”. 
All four attitudinal constructs met the levels for fitness. The Legitimacy measurement 
model illustrated in Figure 6.1 is a 6-item structure, with five of six items meeting the desired 
0.7 threshold. ‘Legit 1’ is below this threshold, at 0.681, illustrating it as practically significant. 
In Figure 6.2, one may observe ‘Social 1’ also did not meet the desired 0.7 threshold, also at 
0.681. Both values are well above the minimum 0.3 recommendation for their inclusion in 
factor analysis and are still practically significant. All items in Figures 6.3 correlated strongly 
with their underlying factor, with each of the five items exceeding the 0.7 desired threshold. 
This was also the case for the three items in Figure 6.4. 
 The result is that when referring to MMA Attitudes in further analysis, Legitimacy, 
Political, Violence and Social have been established as MMA attitudes.  
 
Figure 6.1 - Legitimacy 
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Figure 6.2 - Social 
 
Figure 6.3 – Violence 
 
 
Figure 6.4 – Political/Government 
 
 
 
 Table 6.15 shows the model fit for each of the constructs run as separate CFAs. In each 
case, NFI, CFI and TLI meet the required thresholds. Political could not be calculated given 
there were only three items, however the factor loadings were strong and later CFA 
measurement models were not negatively impacted by the inclusion of this construct. 
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 The political factor was not run as a stand-alone measurement model due to it only 
having three items and therefore insufficient parameters to run the model in AMOS. It was 
therefore not included in Table 6.15 above as a standalone measurement model for political 
only but is included in future measurement models combining MMA attitudes constructs as 
this uses sufficient parameters and items to analyse and generate results. 
 
Table 6.15 - Confirmatory Factor Analysis Model Fit Comparisons – MMA Attitudes 
 
Construct Items X (CMIN) DF p Cmin / df NFI CFI TLI 
Legitimacy 6 132.000 9.00 0.000 14.670 0.940 0.950 0.910 
Social 4 8.240 2.00 0.020 4.120 0.990 0.990 0.980 
Violence 5 42.010 5.00 0.000 8.400 0.980 0.980 0.960 
Political 3 Could not be calculated given only 3 observed items 
 
  
 As a next step, a full measurement model (CFA) was developed (Figure 6.5). The model 
for MMA attitudes fit the data well (x2 (14) = 460.017, p < .001, RMSEA = .081, NFI = .94, 
CFI = .96, TLI = .96). Table 6.16 then shows the factor loadings for each item as well as AVE 
and CR scores. Each construct is above 0.5 and 0.7 respectively for AVE and CR. 
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Figure 6.5 – Full CFA - All MMA Attitudes 
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Table 6.16 – MMA Attitude Estimates, AVE and CR 
 
Political Estimate AVE CR 
POL1 0.842 0.894 0.962 
POL2 0.991   
POL3 0.995     
Social       
SOCIAL1 0.669 0.697 0.901 
SOCIAL2 0.825   
SOCIAL3 0.932   
SOCIAL4 0.889     
Legitimacy       
LEGIT1 0.915 0.818 0.964 
LEGIT2 0.940   
LEGIT3 0.901   
LEGIT4 0.845   
LEGIT5 0.926   
LEGIT6 0.897     
Violence       
VIO1 0.952 0.813 0.956 
VIO2 0.967   
VIO3 0.928   
VIO4 0.854   
VIO5 0.796     
 
 
  
6.3.2.3. Measurement Models - Involvement, Behavioural Loyalty and Attitudinal Loyalty  
 
The same process was undertaken for the outcome constructs. Items for attitudinal 
loyalty, behavioural loyalty, disposition and involvement were built into a CFA structure in 
AMOS. 
Tables 6.17 shows the data is relatively normal. Every item once again has 310 
responses and a mean score for each is also provided. Skewness (symmetry of the distribution) 
and Kurtosis (peakedness of the distribution) measures fall within the +/-2 threshold set by 
George and Mallory (2010) to be considered acceptable. 
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 Each of the involvement, behavioural loyalty and attitudinal loyalty constructs was then 
developed into a measurement model for analysis. Each of the models are presented and 
regarding Figures 6. 6 and 6.7 (involvement and behaviour constructs) items are correlated 
strongly with their underlying factor, with each of the items exceeding the 0.3 desired threshold 
well. Figure 6.8 does not meet this threshold given one of the items (ATT5) has a very low 
loading, as discussed below. 
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Tables 6.17 – Attitudinal and Behavioural Loyalty 
 
Attitudinal Loyalty n Min Max Mean Std. Deviation Skewness Kurtosis 
I am committed to MMA 310 1 8 3.13 1.995 0.258 -1.273 
I intend to support and keep supporting MMA 310 1 8 3.50 2.164 0.101 -1.339 
My preference for supporting MMA would not willingly change 310 1 8 4.45 2.061 -0.542 -0.708 
Even if my close friends recommended following another sport, I 
would not stop following MMA 310 1 8 4.01 2.057 -0.332 -1.073 
It would be difficult to change my beliefs about MMA 310 1 8 5.11 1.862 -0.752 0.249 
Behavioural Loyalty             
I will attend MMA events live 310 1 8 3.36 2.245 0.212 -1.427 
I will watch MMA events on the television or the internet 310 1 8 3.80 2.334 -0.016 -1.424 
I will follow reports about MMA in the media 310 1 8 3.68 2.166 -0.072 -1.411 
I will participate in discussions about MMA 310 1 8 3.78 2.125 -0.120 -1.263 
Involvement       
I support / do not support 310 1 8 5.05 2.462 -0.137 -1.342 
I engage with / do not engage with 310 1 8 5.85 2.267 -0.581 -0.991 
I follow / do not follow 310 1 8 5.92 2.250 -0.622 -0.966 
I like / do not like 310 1 8 5.36 2.421 -0.291 -1.273 
I find / not find exciting 310 1 8 5.26 2.486 -0.248 -1.382 
I care / do not care about 310 1 8 5.89 2.216 -0.609 -0.862 
I find / do not find interesting 310 1 8 5.44 2.505 -0.320 -1.419 
I would attend / not attend 310 1 8 5.64 2.515 -0.487 -1.255 
I would watch /not watch on TV 310 1 8 5.39 2.617 -0.377 -1.416 
I would read / not read about in newspapers 310 1 8 5.42 2.364 -0.356 -1.200 
I would read / not read about/follow on social media 310 1 8 5.79 2.352 -0.601 -1.041 
I would be happy / not be happy for my state to hold events 310 1 8 4.70 2.499 0.000 -1.333 
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My disposition (overall position) towards MMA is positive. 310 1 7 3.65 2.034 -0.026 -1.350 
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Figure 6.6 – Involvement   
 
Figure 6.7 – Behavioural Loyalty 
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Figure 6.8 – Attitudinal Loyalty 
 
 
 With respect to the above Figure 6.8, ‘ATT5’ has a loading 0.158. This item was 
removed from analysis to enhance the strength the model based on two arguments: practical 
and theoretical. Practically speaking, any factor loading less than 0.3 is considered poor, and 
those with a loading less than 0.2 should be considered for deletion. Hair et al. (2010, p. 116) 
states “factor loadings in the range of +/- 0.30 to 0.40 are considered to meet the minimal level 
or interpretation of structure. Loadings +/- 0.50 or greater are considered practically significant. 
Loadings exceeding 0.70 are considered indicative of a well-defined structure and are the goal 
of any factor analysis. As this items loading is well below the desired +/- 0.30, it was removed. 
Theoretically speaking, this item’s low score is understandable. ATT5’s full variable name is 
‘It would be difficult to change my beliefs about MMA’. The reason this item shows a smaller 
correlation with the other items in this factor, is that most participants agreed with this 
statement, regardless of whether they had a positive or negative disposition towards MMA. 
This is because, despite what that disposition was, it would be hard to change. Thus, it appears 
this scale item was poorly worded and was therefore removed from analysis. The final attitude 
model, with an updated measurement model feature four items as displayed in Figure 6.9.  
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Figure 6.9 – Attitudinal Loyalty (2) 
 
  
As shown in Table 6.18, various fit measures are met in most cases. None of these were 
met for the 5-item factor structure, however this issue was eliminated when ATT5 was removed 
from analysis, except for TLI still scoring 0.843. The overall measurement model also did not 
meet the required threshold for NFI, at 0.899. As this was approaching the desired threshold 
(0.001 off), this scale was retained, as it is an established measure, in an exploratory study, and 
attitudes were required to be measured for the research questions.  
As illustrated in Table 6.19, the AVE and CR scores meet the required thresholds for 
the three outcome variables. With the AVE and CR for Behavioural Loyalty, Attitudinal 
Loyalty and Involvement being .798 and .904, .595 and .835 and .903 and .981, respectively. 
With respect to the AVE, Hair et al. (2010, p. 692) states “variance extracted measures should 
equal or exceed .50…”. Regarding CR, Hair et al. (2010, p. 124) states as “the agreed upon 
lower limit for Cronbach’s Alpha is .70, although it may decrease to .60 in exploratory 
research”. Disposition was not run as a CFA as it is a single item measure only. 
Table 6.18 - Confirmatory Factor Analysis Model Fit Comparisons – MMA Attitudes 
 
Construct Items X (CMIN) DF p Cmin/df NFI CFI TLI 
Involvement 12 453.551 59 0 7.687 0.922 0.931 0.923 
Attitudinal 5 107.769 5 0 21.554 0.890 0.894 0.787 
Attitudinal 4 49.410 2 0 24.700 0.940 0.950 0.843 
Behavioural 4 19.255 2 0 9.627 0.984 0.985 0.956 
Disposition 1 Single Item Measure only 
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Table 6.19 – Behavioural Loyalty, Attitudinal Loyalty & Involvement  
 
  Estimate AVE CR 
Behavioural Loyalty     
BEH1 0.879 0.798 0.94 
BEH2 0.942   
BEH3 0.942   
BEH4 0.804     
Attitudinal Loyalty     
ATT1 0.936 0.595 0.835 
ATT2 0.959   
ATT3 0.594   
ATT4 0.743   
ATT5 0.158     
Involvement     
INV1 0.915 0.904 0.981 
INV2 0.904   
INV3 0.922   
INV4 0.943   
INV5 0.924   
INV6 0.92   
INV7 0.947   
INV8 0.944   
INV9 0.944   
INV10 0.802   
INV11 0.856   
INV12 0.817     
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6.2.3.4. Behavioural and Attitudinal Loyalty and Involvement Measurement Model 
 
 As a next step, a full measurement model (CFA) of the outcome variables was 
developed and is presented by Figure 6.10. The model for involvement and the loyalty to MMS 
measures fit the data well (x2 (191) = 920.604, p < .000, RMSEA = .101, NFI = .900, CFI = 
.920, TLI = .910). 
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Figure 6.10 – Behavioural and Attitudinal Loyalty and Involvement Measurement Model 
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6.3.2.5. Measurement Models - Full CFA Model (Including Reliability and Validity) 
 
 The final measurement model consists of the MMA Attitudes from Figure 6.5, as well 
as the behavioural loyalty, attitudinal loyalty and involvement items from Figures 6.6, 6.7 and 
6.9. These items were all combined and presented in Figure 6.11.  The model fit the data well 
(x2 (644) = 1720.546, p < .000, RMSEA = .074, NFI = .902, CFI = .936, TLI = .931). 
 
Figure 6.11 – Full Measurement Model (Including Reliability and Validity) 
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 Reliability was demonstrated as each construct had C.R. / Alpha scores above 0.70 (see 
Tables 6.16 and 6.19 above). Next, the three forms of Validity were assessed. Convergent 
Validity was demonstrated in Tables 6.16 and 6.19 as each item’s loading exceeded .50, except 
for ‘ATT5’, whose removal has been discussed. Table 6.20 illustrates that the AVE for each 
construct is greater than the squared correlation of those constructs. As such discriminant 
validity is achieved.  
Finally, with respect to Nomological Validity, it would be anticipated that the outcome 
variables would have a positive correlation with the legitimacy and political factors, and a 
negative correlation with social and violence factors. This raises the question ‘does this make 
sense in reality?’ The indication is that those who believe the sport is legitimate and should be 
legal, would be more positive in attitudinal loyalty, behavioural loyalty, and involvement with 
the sport. Conversely, those who believe the sport is inherently violent and does lead to a 
negative social impact, would have a negative relationship with these same outcomes variables. 
As Table 6.21 results show, this is the case, with a significant positive correlation between the 
legitimacy and political drivers, and the attitudinal loyalty, behavioural loyalty and 
involvement outcome variables. A significant, negative correlation is also evident with the 
violence and social drivers, and the same three outcome variables. (Note that the scale for 
involvement was negatively coded. Therefore, all of the negative results for legitimacy, 
political, attitudinal loyalty, behavioural loyalty and involvement, and the positive results for 
social and violence constructs, have been reversed for the purpose of clarity in Table 6.21). 
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Table 6.20 – MMA Attitude and Outcome Variables Correlations 
 
AVE (bold) and Squared 
Correlations 
  
    
                
Legitimacy 0.818       
Social 0.349 0.697      
Violence 0.301 0.604 0.813     
Political 0.623 0.377 0.320 0.894    
Involvement 0.445 0.246 0.249 0.534 0.748   
Attitudinal Loyalty 0.405 0.182 0.149 0.449 0.498 0.595  
Behavioural Loyalty 0.338 0.162 0.165 0.402 0.634 0.585 0.798 
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Table 6.21 – MMA Attitude and Outcome Variables Correlations 
 
Correlations         
  Legitimacy Social Violence Political Involvement Attitudinal Loyalty 
Behavioural 
Loyalty Disposition 
Legitimacy 1        
Social -.591** 1       
Violence -.549** .777** 1      
Political .789** -.614** -.566** 1     
Involvement .667** -.496** -.499** .731** 1    
Attitudinal 
Loyalty .636** -.427** -.386** .670** .706** 1 
 
 
Behavioural 
Loyalty .581** -.403** -.406** .634** .796** .765** 1  
Disposition .755** -.631** -.599** .810** .825** .716** .734** 1 
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6.3.3 - Summary  
 
 The constructs developed in this Chapter are shown to be a valid and reliable measure 
of attitudes to MMA. There are four sets of attitudes – political, social, violence and legitimacy. 
These are significant drivers of the identified outcome measures. Outcomes variables to MMA 
were established from past work, and are shown as attitudinal and behavioural loyalty, 
involvement and disposition. In the next section/chapter, these measures are used to test the 
extent to which outcomes can be predicted by MMA attitudes.  
 
 
6.4 HYPOTHESIS SETTING 
 
To commence the analysis into attitudes towards likely consumption, it was determined 
that a series of hypotheses could be developed to reflect on each construct. These hypotheses 
reflected the researcher’s beliefs regarding the effect MMA attitudes would have on MMA 
outcomes, and are stated as follows: 
 
H1 - Legitimacy will have a positive, significant effect on attitudinal loyalty, behavioural 
loyalty, disposition and involvement with MMA. This may be expected as those who believe 
that MMA is a legitimate sport will have a more positive attitudinal loyalty, behavioural loyalty 
and disposition towards, and involvement with, MMA. For example, the results arising from 
the conflict frame indicated different messages regarding the sports legitimacy are presented 
to consumers, and it is anticipated these will have a significant, positive effect on their 
engagement with the sport. Specifically: 
 H1a Legitimacy will have a positive, significant effect on attitudinal loyalty 
 H1b Legitimacy will have a positive, significant effect on behavioural loyalty 
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 H1c Legitimacy will have a positive, significant effect on disposition 
 H1d Legitimacy will have a positive, significant effect on involvement 
 
H2 - Political will have a positive, significant effect on attitudinal loyalty, behavioural loyalty, 
disposition and involvement with MMA. It is anticipated that those who believe that MMA 
should be legal will have a more positive attitudinal loyalty, behavioural loyalty and disposition 
towards, and involvement with, MMA. Once again, the results from the conflict frame 
indicated different messages regarding the sports legality are presented to consumers, and it is 
anticipated these will have a significant, positive effect on their engagement with the sport. 
Specifically: 
 
 H2a Political will have a positive, significant effect on attitudinal loyalty 
 H2b Political will have a positive, significant effect on behavioural loyalty 
 H2c Political will have a positive, significant effect on disposition 
 H2d Political will have a positive, significant effect on involvement 
 
H3 - Violence will have a negative, significant effect on attitudinal loyalty, behavioural loyalty, 
disposition and involvement with MMA. It is anticipated that those who believe that MMA is 
a violent sport will have a more negative attitudinal loyalty, behavioural loyalty and disposition 
towards, and involvement with, MMA. Once again, the results from the conflict frame 
indicated different messages regarding the sports violent nature are presented to consumers, 
and it is anticipated these will have a significant, negative effect on their engagement with the 
sport. Specifically: 
 H3a Violence will have a negative, significant effect on attitudinal loyalty 
 H3b Violence will have a negative, significant effect on behavioural loyalty 
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 H3c Violence will have a negative, significant effect on disposition 
 H3d Violence will have a negative, significant effect on involvement 
 
H4 - Social will have a negative, significant effect on attitudinal loyalty, behavioural loyalty, 
disposition and involvement with MMA. It is anticipated that those who believe that MMA 
leads to negative social implications will have a more negative attitudinal loyalty, behaviour 
loyalty and disposition towards, and involvement with, MMA. Once again, the results from the 
conflict frame indicated different messages regarding the sport having a negative effect on 
society are reaching consumers, and it is anticipated these will have a significant, negative 
effect on their engagement with the sport. Specifically: 
 H4a Social will have a negative, significant effect on attitudinal loyalty 
 H4b Social will have a negative, significant effect on behavioural loyalty 
 H4c Social will have a negative, significant effect on disposition 
 H4d Social will have a negative, significant effect on involvement 
 
Each of these hypotheses can be tested through the use of regression analysis to test 
whether there is either a positive effect (legitimacy and political) or negative effect (violence 
and social) on the four tested outcome variables.  
 
6.5 LINEAR REGRESSION ANALYSIS 
 
 Linear regression or multiple regressions is the appropriate method of analysis “when 
the research problem involves a single metric dependant variable presumed to be related to two 
or more metric independent variables. The objective here is to predict the changed in the 
dependent variables in repose to changes in the independent variable” (Hair, 2010, p.17).  
  
 
205 
 The purpose of this section is to present the linear regression analysis that was 
conducted and comment on extent to which certain variables can predict dependant variables, 
in this case being the degree to which attitudinal loyalty, behavioural loyalty, involvement and 
disposition with/towards MMA can be predicted. Linear regression models from SPSS form 
the basis for analysis. 
 
6.5.1 Base Model – Age and Gender 
 
 The base model consisted of two variables (Age Groups and Gender). Age and gender 
were initially included to understand if there was an impact of demographic characteristics that 
needed to be controlled for. It was anticipated that gender would not be a significant predictor 
of any of the four outcome variables, while age would be, with each variable reducing as age 
increased. These two independent variables were tested alongside a series of dependant 
variables including: 
- Attitudinal Loyalty 
- Behavioural Loyalty 
- Disposition and 
- Involvement 
 
Each of these four dependant variables presented as a composite score to be used in much 
of the above analysis. Findings are presented below.  
 
6.5.2 Age Groups and Gender v Attitudinal Loyalty 
 
 As illustrated in Table 6.22, results of a regression for attitudinal loyalty indicated a 
significant relationship for age was at p < .001, while the Beta weight suggests that as people 
get older, their attitudinal loyalty decreases. Gender was not significant (p = .507, showing that 
Gender is not a significant predictor of Attitudinal Loyalty. An Adjusted R2 value of 0.073 was 
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observed, illustrating that approximately 7 % of the variance in Attitude can be attributed to 
Age.  
 
Table 6.22 – Linear Regressions of Age Groups, Gender v Attitude 
           
  Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Adjusted 
R. Square 
  B Std. Error Beta      
(Constant) 5.137 0.445  11.545 <.001 0.073 
Gender -0.136 0.205 -0.038 -0.664 .507  
Age -0.320 0.063 -0.289 -5.064 <.001   
Dependent Variable: Attitude     
 
6.5.3 Age Groups and Gender v Behavioural Loyalty 
 
 Table 6.23 highlights that the Sig. value indicated a significant relationship at the 0.005 
level. However, once again, while Age Groups has a separate Sig. of p = <.001, the Beta weight 
once again suggests that as people get older, their behavioural loyalty decreases. Gender did 
not meet the p = .05 threshold, scoring p = .310, showing that Gender is not a significant 
predictor of behavioural loyalty either. An Adjusted R2 value of 0.028 was observed, 
illustrating that approximately only 2.8% of the variance in behavioural loyalty can be 
attributed to Age Groups and Gender collectively.  
 
Table 6.23 – Linear Regressions of Age Groups, Gender v Behaviour 
             
  Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Adjusted 
R. Square 
  B Std. Error Beta      
(Constant) 4.866 0.513  9.492 <.001 0.028 
Gender -0.241 0.236 -0.060 -1.017 .310  
Age -0.238 0.073 -0.192 -3.273 .001   
a. Dependent Variable: Behaviour     
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6.5.4 Age Groups and Gender v Disposition 
 
 Table 6.24 displays that the Sig. value indicated a significant relationship at 0.000 in 
this instance. For a third time, while Age Groups has a separate Sig. of p = <.001, the Beta 
weight suggests that as people get older, their Disposition decreases. Gender did not meet the 
p = .05 threshold, scoring p = .672, showing that Gender is not a significant predictor of 
Disposition. An Adjusted R2 value of 0.096 was observed, illustrating that approximately only 
9.6% of the variance in Disposition can be attributed to Age Groups and Gender collectively.  
 
Table 6.24 – Linear Regressions of Age Groups, Gender v Disposition 
       
 Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. Adjusted 
R. Square 
 B Std. Error Beta    
(Constant) 5.273 0.498  10.589 <.001 0.096 
Gender  -0.097 0.230 -0.024 -0.423 .672  
Age -0.407 0.071 -0.325 -5.761 <.001  
a. Dependent Variable: Disposition 
 
6.5.5 Age Groups and Gender v Involvement 
 
 The Sig. value indicated a significant relationship at p = <.001 as displayed in Table 
6.25. For a fourth and final time for the base model, while Age Groups has a separate Sig. of p 
= <.001, the Beta weight suggests that as people get older, their Involvement decreases. Gender 
did not meet the 0.05 threshold, in this instance scoring p = .158, showing that Gender is not a 
significant predictor of Involvement. An Adjusted R2 value of 0.08 was observed, illustrating 
that approximately only 8% of the variance in Involvement can be attributed to Age Groups 
and Gender collectively.  
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Table 6.25 – Linear Regressions of Age Groups, Gender v Involvement 
           
  Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Adjusted 
R. Square 
  B Std. Error Beta      
(Constant) 5.497 0.549  10.019 <.001 0.080 
Gender -0.358 0.253 -0.081 -1.417 .158  
Age -0.415 0.078 -0.304 -5.333 <.001   
a. Dependent Variable: Involvement     
 
6.5.6 Summary of Base Model 
 
Overall, gender was not a significant predictor of any of the four dependant variables, 
showing differences in sex are not necessarily of much concern in consumer’s attitudes, 
behaviour and disposition towards and involvement with, MMA in Victoria. In all four cases, 
Age Groups presented as a significant predictor of the dependant variables, with 3% and 10% 
of the variance in outcomes being explained by these two variables. This shows that 
consumers’ age does impact their attitudinal loyalty, behavioural loyalty and disposition 
towards, and involvement with, MMA in Australia. With respect to the direction of impact, it 
is suggested that as participant’s age increases, attitudinal loyalty, behavioural loyalty and 
disposition towards, and involvement with, MMA decreases. As the impact of age and gender 
is now understood, these will now be controlled for in the remaining regression analysis.   
 
6.5.7 MMA Attitudes as Predictors of Outcome Variables 
 
The above results identified Age as a predictor of attitudinal loyalty, behavioural loyalty, 
disposition and involvement. The next step was to identify which of the four MMA Attitude 
variables were significant predictors of the outcome variables. The full model consisted of six 
variables: Age Groups, Gender and MMA Attitudes (Legitimacy, Political, Social and 
Violence), tested alongside the same series of dependant variables, these being: 
- Attitudinal Loyalty 
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- Behavioural Loyalty 
- Disposition, and 
- Involvement 
 
 Each of these four dependant variables used were the same composite score used in the 
base model. Significant findings are once again highlighted below.  
 
6.5.8 Age Groups, Gender and MMA Attitudes v Attitude 
 
 First, the four MMA Attitude variables were tested on attitudinal loyalty. Table 6.26 
displays a significant relationship (p < .001) for legitimacy and political. In this instance, 
Gender, Age Groups, Social and Violence did not meet the .05 threshold (p = .288, p=.371, 
p=.910 and p=.904 respectively). Legitimacy and Political were significant predictors of 
Attitudinal Loyalty with Adjusted R2 value of 0.544 observed, illustrating that approximately 
54% of the variance in Attitudinal Loyalty can be attributed to MMA Attitudes, Age Groups 
and Gender.  
 
Table 6.26 – Linear Regressions of Age Groups, Gender and MMA Attitudes v Attitudinal 
Loyalty 
           
  Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Adjusted 
R. Square 
  B Std. Error Beta       
(Constant) 1.285 0.565  2.273 0.024 0.544 
Gender -0.157 0.148 -0.044 -1.064 0.288  
Age -0.042 0.047 -0.038 -0.896 0.371  
Legitimacy 0.331 0.066 0.331 5.038 <.001  
Social -0.008 0.072 -0.008 -0.113 0.910  
Violence -0.008 0.067 -0.008 -0.121 0.904  
Political 0.390 0.062 0.433 6.286 <.001   
a. Dependent Variable: Attitudinal Loyalty     
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6.5.9 Age Groups, Gender and MMA Attitudes v Behaviour Loyalty 
 
 Table 6.27 displays that for this dependant variable, once again Gender, Age Groups, 
Social and Violence did not meet the p < .05 threshold (scoring p = .152, p = .394, p = .277 
and p = .145 respectively). This illustrates Gender, Age Groups, Social and Violence as not 
being significant predictors of Behavioural Loyalty. Legitimacy and Political were once again 
significant predictors of Behaviour, both with a score of p = <.001. An Adjusted R2 value of 
0.416 was observed, illustrating that approximately 41.6% of the variance in Behaviour can be 
attributed to MMA Attitudes, Age Groups and Gender.  
 
Table 6.27 – Linear Regressions of Age Groups, Gender and MMA Attitudes v Behaviour 
 
           
  Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Adjusted 
R. Square 
  B Std. Error Beta       
(Constant) 1.057 0.720  1.468 0.143 0.416 
Gender -0.270 0.188 -0.067 -1.437 0.152  
Age 0.051 0.060 0.041 0.853 0.394  
Legitimacy 0.281 0.084 0.250 3.359 <.001  
Social 0.100 0.092 0.082 1.089 0.277  
Violence -0.125 0.086 -0.106 -1.463 0.145  
Political 0.447 0.079 0.440 5.648 <.001   
a. Dependent Variable: Behaviour     
 
6.5.10 Age Groups, Gender and MMA Attitudes v Disposition 
 
 Table 6.28 shows that once the four MMA Attitudes are included, Gender and Age 
Groups do not meet the p = <.05 threshold, proving them not to be significant predictors of 
Disposition. Neither did the social composite score, just missing the threshold with a score of 
p = <.061. Legitimacy, Political and Violence were significant predictors of Disposition, with 
scores of p = <.001, p <.001 and p <.034 respectively. An enormous Adjusted R2 value of p = 
<.707 was observed, illustrating that approximately 70.7% of the variance in Victorian 
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consumer’s disposition towards MMA can be attributed to MMA Attitudes, Age Groups and 
Gender.  
 
Table 6.28 – Linear Regressions of Age Groups, Gender and MMA Attitudes v Disposition 
 
       
 Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. Adjusted 
R. Square 
 B Std. Error Beta    
(Constant) 2.0460 0.514  3.982 <.001 0.707 
Gender -0.161 0.134 -0.039 -1.195 0.233  
Age -0.053 0.043 -0.042 -1.234 0.218  
Legitimac
y 
0.295 0.060 0.261 4.942 <.001  
Social -0.123 0.065 -0.100 -1.879 0.061  
Violence -0.131 0.061 -0.110 -2.135 0.034  
Political 0.475 0.056 0.465 8.413 <.001  
a. Dependent Variable: Disposition 
 
6.5.11 Age Groups, Gender and MMA Attitudes v Involvement 
 
 Finally, Table 6.29 presents that Age Groups and Social do not meet the p < .05 
threshold, proving them not to be significant predictors of Involvement. However, very 
interestingly and for the first time in either the base or full model, Gender proved to be a 
significant predictor (in this instance, of Involvement). Alongside Gender, Legitimacy, 
Political and Violence were significant predictors of Involvement, with scores of p = .025, p 
<.001, p < .001 and p = .029 respectively. An Adjusted R2 value of 0.549 was observed, 
illustrating that approximately 54.9% of the variance in Victorian consumer’s Involvement 
with MMA can be attributed to MMA Attitudes, Age Groups and Gender.  
 
 
 
 
  
 
212 
Table 6.29 – Linear Regressions of Age Groups, Gender and MMA Attitudes v Involvement 
       
 Model Unstandardize
d Coefficients 
Standardized 
Coefficients 
t Sig. Adjusted 
R. Square 
 B Std. Error Beta    
(Constant) 1.513 0.696  2.173 0.031 0.549 
Gender -0.411 0.182 -0.093 -2.260 0.025  
Age -0.068 0.058 -0.050 -1.166 0.245  
Legitimacy 0.310 0.081 0.251 3.826 <.001  
Social 0.067 0.089 0.050 0.756 0.450  
Violence -0.182 0.083 -0.140 -2.190 0.029  
Political 0.515 0.076 0.461 6.733 <.001  
a. Dependent Variable: Involvement     
 
Overall, age groups were a significant predictor for all four dependant variables in the 
base model but not at all when MMA Attitudes were included. Gender was not a significant 
predictor of any dependant variables in the base model, but was once MMA Attitudes were 
added for Involvement only. 
In the full model, social and violence were not significant predictors of Attitudinal 
Loyalty or Behavioural Loyalty. However, violence was a significant predictor of Disposition, 
and both Violence and Social were for Involvement. Legitimacy and Political were significant 
predictors of all four dependant variables. This indicates that Victorian consumer’s perception 
about the sports legality and legitimacy are the primary drivers of attitudinal loyalty, 
behavioural loyalty, disposition towards, and involvement with, MMA.  
 
6.6 STRUCTURAL EQUATION MODELLING 
 
 
6.6.1 Introduction 
 
 Following regression testing, it was identified that legitimacy and political are 
significant predictors of attitudinal loyalty, behavioural loyalty, disposition and involvement. 
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Further, violence was illustrated as being a significant predictor of disposition and 
involvement, while social was not a significant predictor for any of the four outcome variables.  
 Next a Structural Equation Modelling (SEM) process was undertaken to further 
understanding on MMA attitudes as predictors of outcomes. A SEM is a “multivariate 
technique combining aspects of factor analysis and multiple regression that enables the 
researcher to simultaneously examine a series of interrelated dependence relationships among 
the measured variables and latent constructs (variates) as well as between several latent 
constructs” (Hair et al., 2010, p. 608). A path/structural model was created (this illustrates the 
relationship between the dependent variables (DP) and independent variables (IV) (Hair et al., 
2010). A measurement model allows one to use several variables (indicators) for a single 
independent or dependent variable (Hair et al., 2010). It allows one to assess the contribution 
of each scale item (in this case, composite score-item) as well as incorporate how well the scale 
measures the concept. The scales are then integrated into the “estimation of the relationships 
between dependent and independent variables in the structural model” (Hair et al., 2010, p.21). 
In application, this reviews the relationships between the four MMA Attitude variables and 
four dependent variables.  
The first significant finding (shown in Table 6.30) is that legitimacy and political are 
significant predictors of all four outcome variables, with p<0.01 in every case. Violence and 
social did not reach this threshold for any of the four outcome variables.  
Overall, the Table 6.30 illustrates that the four MMA attitude variables (combined with 
gender and age), are responsible for 64% of the variance in attitudinal loyalty, 47% of the 
variance in behavioural loyalty, 59% of the variance in involvement and 73% of the variance 
in disposition.  
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Table 6.30 -  Structure Model Tests 
 
  Path Estimate 
Standardi
zed 
Estimates 
S.E. C.R. P 
 LEGIT → ATTLOY 0.351 0.432 0.062 5.672 *** 
 LEGIT → BEHLOY 0.301 0.328 0.077 3.911 *** 
 LEGIT → INV 0.374 0.311 0.087 4.313 *** 
LEGIT → DISPOSITION 0.341 0.309 0.062 5.455 *** 
 POL → ATTLOY 0.353 0.415 0.062 5.672 *** 
 POL → BEHLOY 0.381 0.405 0.080 4.794 *** 
 POL → INV 0.562 0.456 0.090 6.228 *** 
 POL → DISPOSITION 0.508 0.450 0.065 7.794 *** 
 VIO → ATTLOY -0.058 -0.069 0.060 -0.968 0.333 
 VIO → BEHLOY -0.076 -0.081 0.079 -0.958 0.338 
 VIO → INV -0.172 -0.140 0.090 -1.909 0.056 
 VIO → DISPOSITION -0.100 -0.089 0.065 -1.533 0.125 
SOCIAL → ATTLOY 0.074 0.062 0.097 0.765 0.444 
SOCIAL → BEHLOY 0.131 0.099 0.128 1.023 0.306 
SOCIAL → INV 0.142 0.082 0.145 0.980 0.327 
SOCIAL → 
DISPOSITION -0.154 -0.096 0.105 -1.462 0.144 
R2 Attitudinal Loyalty 
Behaviour
al Loyalty Involvement Disposition   
0.638 0.466 0.585 0.727   
 
Note: **: p<0.01, *: p<0.05 
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6.7 STRUCTURAL EQUATION MODELLING 
 
  
 
Figure 6.12 – Structural Equation Model 
 
 
 
 
  
 Figure 6.12 displays a structural equation model, which represents the relationships 
between the independent variables – the four MMA Attitudes (Legitimacy, Political, Violence 
and Social), and the dependent variables (the four outcome variables; Disposition, Attitudinal 
Loyalty, Behavioural Loyalty and Involvement), which was highlighted in Table 6.30.  
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6.8 SUMMARY OF HYPOTHESIS 
 
 Results of regression and SEM demonstrated the relationship between driving variables 
and outcome variables. This illustrated which drivers were significant predictors of attitudinal 
loyalty, behavioural loyalty, disposition and involvement with MMA.  
For Legitimacy, this means H1 was fully supported in both regression and SEM stages, 
with H1a, H1b, H1c and H1d all being supported. This shows that legitimacy is a significant 
predictor for attitudinal loyalty, behavioural loyalty, disposition and involvement towards the 
sport.  
For Political, H2 was also fully supported through regression and SEM, with H2a, H2b, 
H2c and H2d all being supported. Whether consumers believe the sport should be legal or not, 
is a significant predictor of attitudinal loyalty, behavioural loyalty, disposition and involvement 
towards MMA in Australia.  
For Violence, H3 was partially supported. In this instance, H3a and H3b were not 
supported (violence was not a significant predictor for attitudinal loyalty or behavioural 
loyalty), but H3c and H3d were supported (violence was a significant predictor of disposition 
and involvement).  
Finally, for Social, H4 was not supported, with H4a, H4b, H4c and H4d all not being 
supported. That is, social did not present as a significant predictor for any of the dependent 
variables.  
The four predictors variables have been analysed, with legitimacy, political, and 
violence illustrated as significant predictors of the outcome variables in some capacity. 
Understanding what predicts consumer’s attitudinal loyalty, behavioural loyalty, disposition 
and involvement with MMA can thereby inform strategy, such as how to ‘speak’ to consumers 
through marketing communications. Despite the social composite score not being a significant 
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predictor for any of the dependent / outcome variables, it was approaching significance for the 
disposition dependent variable (see Table 6.28). The Social composite score was therefore 
retained for further analysis to test if it clearly differentiates within clusters in an exploratory 
sense. From here a cluster process and analysis is undertaken.  
 
6.9 CLUSTER ANALYSIS 
 
 
As the final stage of the analysis, developed scale constructs were used as input 
variables to determine if meaningful clusters could be developed. The purpose of this section 
was to identify and characterise clusters (segments) of participants. This was undertaken using 
the clustering tools in SPSS.  
Cluster Analysis is a technique for developing empirical groupings of persons, 
products, or occasions which may serve as the basis for further analysis (Punj & Stewart, 1983). 
Punj and Stewart (1983, p. 135) state “the primary use of cluster analysis in marketing has been 
for market segmentation… (which) is designed to identify groups of entities (people, markets, 
organisations) that share certain characteristics (attitudes, purchase propensities, media habits, 
etc.) … A second and equally important use of cluster analysis has been in seeking a better 
understanding of buyer behaviours by identifying homogenous groups of buyers”. As one may 
observe, cluster analysis is a very powerful statistical tool that can be used to group consumers 
through a variety of means. In this case, a method for classifying the Victorian-representative 
sample into groups, also known as segments or clusters was sought. One may thereby explore 
these segments with respect to several characteristics (illustrated in Section 6.10).  
The process used for cluster analysis was the k-means technique where “cases are 
reassigned by moving the cluster whose centroid is closest to that case. Reassignment continues 
until every case is assigned to the cluster with the nearest centroid” (Punj and Stewart, 1983, 
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p. 139). The process was to first use hierarchical clustering algorithm and two-step cluster 
processes to determine the appropriate number of clusters (Cannon & Perreault, 1999; Punj & 
Stewart, 1983). Comparing these stages suggested both three and four cluster configurations 
could be appropriate for the data. From here, K-mean procedures were then used to determine 
and classify respondents into clusters.  The above stage was incorporated to input the number 
of clusters to be determined, given that K-means requires prior specification of the number of 
clusters (Punj & Stewart, 1983). 
Respondents were assigned into one of the final cluster solutions where K-means 
determined random seeds (Hair et al., 2010) using factor (Singh, 1990) or standardised mean 
scores (Wong et al., 2010) as input variables. The final cluster structures categorised each 
respondent into one of the clusters or segments. From here, additional analysis was conducted 
to profile segment characteristics using attitudinal, behavioural and demographic data. This 
section outlines the cluster solutions and describes the outcome segments. 
 
6.10 DEVELOPMENT OF SEGMENTS 
 
 
This stage sought to develop segments of consumers with respect to their results for the 
four predictor variables: legitimacy, political, violence and social. That is, the consumers mean 
scores regarding their perception of the sports legitimacy, political (legality), violent nature 
and societal impact were used to determine the segments. The post-segment tests are 
exploratory in nature, and while the analysis is conducted, it is noted that these segments are 
differing in size, and this presents an opportunity for more research in this area. This is in line 
with conceptual framework whereby an adoption model that allows for both a negative and 
positive response to a product can be mapped. Once these segments are identified and 
characterised, the conceptual framework may be completed here. The outcome of this 
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clustering analysis is to better understand Victorian consumers. By segmenting participants 
based on their response to the MMA attitude variables, researchers may understand the makeup 
of Victorian consumers better, to inform strategy to reduce negative behaviours, and increase 
positive ones.  
Given three of the four MMA variables (Legitimacy, Political, Violence) provided at 
least partial confirmation as predictive variables in the regression and SEM sections previously 
identified, each were included as input variables here. Social was also included for exploratory 
purposes.  
Both three and four cluster solutions were suggested as appropriate outcomes for the 
data. Regarding choosing a three-cluster solution or four-cluster solution, two justifications for 
the selection of a four-cluster solution were apparent. Firstly, four clusters suit the conceptual 
model proposed in Chapter 2 more appropriately. More importantly, as illustrated below, there 
are still differences between the two ‘middle’ clusters, and therefore, having four clusters suits 
the data better.  
The final structures are demonstrated here – with the three-cluster solution summarised 
in Table 6.31 and the four-cluster solution summarised in Table 6.32. In each case, the final 
cluster centres (Tables 6.31 and 6.32) show the mean score for each input. In each of the 
solutions, there is a cluster that has a high average for Violence and Social, and one where there 
is a high average for Legitimacy and Political. The three-cluster solution provided one 
additional cluster (Cluster 1) where all items were relatively equivalent. Conversely, the four-
cluster solution provided two clusters covering the midpoint of the input variables (Clusters 2 
and 3). The number of cases is distributed well over the clusters, with a minimum of 10% of 
sample allocated to any cluster. ANOVA results for all input variables show there are the 
expected significant differences in the mean scores of input variables within the cluster 
structures. 
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Table 6.31 - Final Cluster Centres (3 Cluster Solution) 
 
CLUSTER (16 
iterations) 1 2 3 
Legitimacy 4.43 5.71 1.78 
Social 4.16 2.3 5.88 
Violence 4.83 2.65 6.29 
Political 4.48 6.03 1.39 
Number of cases (n =) 150 81 79 
Number of cases (%) 48 26 25 
 
 
ANOVA             
       
  Mean Square df Mean Square df F Sig. 
Legitimacy 325.270 2.000 1.130 307.000 288.470 <.001 
Social 255.790 2.000 1.110 307.000 231.500 <.001 
Violence 269.950 2.000 1.170 307.000 230.920 <.001 
Political 451.330 2.000 1.080 307.000 416.640 <.001 
 
Table 6.32 - Final Cluster Centres (4 Cluster Solution) 
 
CLUSTER (16 iterations) 1 2 3 4 
Legitimacy 5.7 2.91 4.64 1.69 
Social 2.34 3.32 4.39 6.11 
Violence 2.68 4.01 5.03 6.54 
Political 6.02 2.55 4.74 1.34 
Number of cases (n =) 83 32 126 69 
Number of cases (%) 27 10 41 22 
     
 
ANOVA             
       
  Mean Square df Mean Square df F Sig. 
Legitimacy 231.702 3.000 0.986 306.000 235.086 <.001 
Social 187.812 3.000 0.939 306.000 199.992 <.001 
Violence 199.800 3.000 0.978 306.000 204.207 <.001 
Political 319.198 3.000 0.907 306.000 351.805 <.001 
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 Both three and four cluster solutions provided viable outcomes for the data. From here, 
a decision was made to proceed with the four-cluster model. The rationale was a higher level 
of explanation and better granularity in the ‘mid-point’ consumers (providing two ‘mid-level’ 
clusters, as opposed to one), and an ability to show differentiation between consumer groups 
who did not fit the extremes. It was felt that the opportunity to profile groups that had been 
defined as statistically distinct added explanatory value to the outcome. Additionally, the four-
cluster structure better fit the conceptual framework of the research, introduced as Figure 2.12 
in Chapter 2. 
 
6.11 DESCRIPTIVE ANALYSIS OF SEGMENTS 
 
 
6.11.1 Introduction 
 
 This section provides analysis of the characteristics of the four segments that emanated 
from the clustering outcome. These are: 1) Negative Segment (hereafter referred to as 
‘Dissenters’, 2) Somewhat Negative Segment (hereafter referred to as ‘Detached - 
Disengaged’), 3) Somewhat Positive Segment (hereafter referred to as ‘Detached - Engaged’) 
and, 4) Positive Segment (hereafter referred to as ‘Devotees’). As a final step, the aim is to test 
the difference between the segments, finally mapping them on the conceptual framework 
outlined in Figure 2.12. 
 The four clusters are compared to explore differences between the segments. This 
follows in three areas, these being demographics, attitudes (involvement, attitudinal and 
behavioural loyalty and disposition), and behaviours (motivations and sport consumption) 
across the different segments. Mean comparisons, cross tabulation and frequencies analyses 
were used to profile differences. 
Four segments are illustrated in Table 6.33 and were developed as: 
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1. Dissenters 
2. Detached – Disengaged 
3. Detached – Engaged 
4. Devotees 
 
Table 6.33 - Final Cluster Centres (4 Cluster Solution) 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
CLUSTER (16 
iterations) 1 2 3 4  
Legitimacy 1.69 2.91 4.64 5.7 
Social 6.11 3.32 4.39 2.34 
Violence 6.54 4.01 5.03 2.68 
Political 1.34 2.55 4.74 6.02 
Number of cases (n =) 69 32 126 83 
 
 
6.11.2 Demographics 
  
Demographics are reintroduced here to examine how the clusters are represented. The 
first demographic variable reviewed in Table 6.34 was gender. The Detached – Disengaged 
and Detached – Engaged segments had a similar gender split, however, Dissenters comprised 
far more males than females, while Devotees consisted of greater numbers of females to males. 
This suggests those who are more negative towards the sport to be more male (62%) and those 
who are more positive towards to the sport to be more female (58%).  
Age may have been a significant predictor of the outcome variables (Attitudinal 
Loyalty, Behavioural Loyalty, Involvement and Disposition) as a stand-alone predictor, but 
once the four MMA Attitude predictors are introduced, it is shown to not be significant. Despite 
this, Table 6.34 indicates that 60% of the Dissenters are over the age of 55, while 78% of the 
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Devotees are 54 or under. While age may not be as significant a predictor as the MMA attitude 
variables, it is still suggesting an impact. The Dissenter segment is older, with over half this 
segment being over the age of 60, while almost 80% of the Devotees segment is under the age 
of 55, indicating those who are younger to be more positive towards the sport.  
No significant differences were identified in the education category. Turning to 
Employment, there were more ‘unemployed’ within the Dissenters segment, though this would 
have likely been a result of the age group of this segment. This theory is supported in the Family 
Lifecycle Stage, with 46% of the Dissenters segment indicating they were ‘Single/couple 
family with children who have left home’. Most incomes were <$100,000 as anticipated, with 
Dissenters, Detached – Disengaged, Detached – Engaged and Devotees having 82%, 75%, 86% 
and 95% earning less than this figure.  
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Table 6.34 – Demographic Variables Across Clusters  
 
Cluster Dissenters Detached - Disengaged 
Detached - 
Engaged Devotees   
  n % n % n % n % 
Gender                 
Male 43 62% 15 47% 56 44% 35 42% 
Female 26 38% 17 53% 70 56% 48 58% 
Total 69 100% 32 100% 126 100% 83 100% 
Age                 
18-24 1 1% 1 3% 13 10% 12 15% 
25-34 5 7% 6 19% 36 29% 20 25% 
35-44 11 16% 3 9% 22 18% 11 14% 
45-54 11 16% 9 28% 16 13% 19 24% 
55-64 15 22% 8 25% 20 16% 10 13% 
65+ 26 38% 5 16% 17 14% 8 10% 
Total 69 100% 32 100% 124 100% 80  100% 
Education                 
High School 19 28% 9 28% 43 34% 32 39% 
Diploma 22 32% 6 19% 20 16% 21 25% 
Undergraduate Degree 15 22% 13 41% 41 33% 22 27% 
Post Graduate Degree 13 19% 4 13% 22 18% 8 10% 
Total 69 100% 32 100% 126 100% 83 100% 
Employment               
Part Time 17 25% 11 34% 40 32% 18 22% 
Full Time 24 35% 13 41% 52 41% 34 41% 
Unemployed 28 41% 8 25% 34 27% 31 37% 
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Total 69 100% 32 100% 126 100% 83 100% 
Income                 
$0 - $20,000 9 13% 6 19% 22 18% 21 25% 
$20,001 - $40,000 13 19% 3 9% 30 24% 15 18% 
$40,001 - $60,000 13 19% 6 19% 24 19% 18 22% 
$60,001 - $80,000 13 19% 7 22% 16 13% 16 19% 
$80,001 - $100,000 9 13% 2 6% 16 13% 9 11% 
$100,001 - $120,000 7 10% 4 13% 4 3% 2 2% 
$120,001 - $140,000 1 1% 1 3% 4 3% 0 0% 
$140,001 - $160,000 3 4% 2 6% 6 5% 0 0% 
>$160,001 1 1% 1 3% 4 3% 2 2% 
Total 69 100% 32 100% 126 100% 83 100% 
Family Lifecycle Stage               
Single living alone 8 12% 4 13% 18 14% 11 13% 
Group of adults living in shared accommodation 3 4% 1 3% 20 16% 8 10% 
Family without children 10 15% 5 16% 22 18% 10 12% 
Family with children living at home (where youngest 
child is 5yrs or under) 5 7% 4 13% 16 13% 8 10% 
Family with children living at home (where youngest 
child is 6-14yrs) 4 6% 1 3% 11 9% 9 11% 
Family with children living at home (where youngest 
child is over 15yrs) 6 9% 6 19% 18 14% 16 19% 
Single/couple family with children who have left home 32 46% 8 25% 17 14% 16 19% 
Other family 1 1% 3 9% 4 3% 5 6% 
Total 69 100% 32 100% 126 100% 83 100% 
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6.11.3 Attitudes  
 
 The attitudes of people within each cluster was measured to find differences across 
segments with respect to their attitudes generally, attitudes towards sport, sport interest and 
motivation for sport consumption.  
 Table 6.35 is among the most significant within the segment characterisation and 
analysis section of this dissertation. It displays the four variables reviewed are the four outcome 
variables; Attitudinal Loyalty, Behavioural Loyalty, Involvement and Disposition.  
 With respect to Attitudinal Loyalty, Dissenters scored and average of 1.92 (on a 1-7 
Likert scale), while the Detached – Disengaged scored 2.54, Detached – Engaged scored 4.14 
and Devotees scored 5.21. This indicated that the Dissenters display a very negative attitude 
towards the sport, with the Detached – Disengaged cluster still being rather negative, Detached 
– Engaged being neutral, and Devotees displaying a positive attitude towards the sport, as 
would be anticipated. For Behavioural Loyalty, Dissenters once again were very negative 
towards MMA, scoring a mean of 1.92, while, Detached – Disengaged scored 2.52, Detached 
– Engaged scored 3.91 and Devotees scored 5.16. This mirrors their attitudes discussed 
immediately above. 
 For the four segment’s Involvement with the sport, the Dissenters scored 7.51 (of a 
possible 8 (on a 1-8 Likert scale), with the Detached – Disengaged scoring 6.72, Detached – 
Engaged scoring 5.36 and Devotees 3.48. It is important to note this scale was reverse coded, 
and therefore is actually reading correctly. This highlights that the Dissenters, Detached – 
Disengaged and Detached – Engaged segments’ are all on the negative side of the 1-to-8 scale, 
suggesting that all three of these segments are unlikely to be involved with MMA in a variety 
of forms.  
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 Finally, Table 6.35 displays that with respect to Disposition, Dissenters have scored a 
mean of 1.320 (on a 1-7 scale), while the Detached – Disengaged segments mean score was 
2.66, the Detached – Engaged segment’s score was 3.82, and the Devotees score was 5.72. 
This mirrors the results from the Involvement item, with Dissenters, Detached – Disengaged 
and Detached – Engaged segment’s all on the negative side of the 1-to-7 scale (below a 4.0 
average), indicating all three of these segments have either a very negative, to somewhat 
negative overall disposition towards MMA. In contrast, the Devotees display a strong support 
in their disposition towards MMA, as would be predicted. 
 
Table 6.35 – Attitudinal Variable Mean Scores Across Clusters 
 
 	
Dissenters 
Detached - 
Disengaged 
Detached - 
Engaged Devotees 
Cluster 1 2 3 4  
Disposition 1.32 2 .66 3.82 5.72 
Involvement 7.51 6.72 5.36 3.48 
Attitudinal 
Loyalty 1.94 2.54 4.14 5.21 
Behavioural 
loyalty 1.92 2.52 3.91 5.16 
**Note: Involvement scale is reverse coded.  
 
With respect to personality types, Table 6.36 depicts the Dissenters as a calm and 
conventional segment, while the Devotees are more extraverted and open to new experiences.  
This is indicative of their attitude towards MMA, as it is still a relatively new, rather extreme 
sport.  
Regarding sports these segments are interested in, Table 6.37 displays that half of the 
Dissenter’s segment were interested in field sports (30%) and court sports (20%). This is 
interesting in that it continues to illustrate this segment as an older, and more traditional 
segment. They also scored the lowest of the four segments interested in fight sports (3%). The 
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Detached – Disengaged and The Detached – Engaged segments also scored field sports as the 
sport they were most interested in (28% and 26% respectively), with both segment’s second 
highest scoring groups of sports being field sports, like their more negative counterparts. 
Significantly, while the Devotees segment also scored the highest in field sports (24% - perhaps 
a precursor of an Australian sample, and consumer’s love of Australian Rules Football 
affecting these results), the second highest group of sports for Devotees was combat sports 
(19%). This was by far the highest percentage of any segment and depicts a proportion of the 
Devotees are fight sport fans in general. With Devotees being a more open to experience, 
extroverted segment that are combat sport fans, they are a natural target market for a new 
combat sport such as MMA.  
 
Table 6.36 – Personality Mean Scores Across Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1 2 3 4  
Extraverted 3.81 4.03 4.05 4.13 
Critical 2.9 2.97 3.46 3.35 
Dependable 5.51 5 5.32 5.58 
Anxious 3.06 3.41 3.97 3.81 
Open to New 
Experiences 4.77 5.13 5.02 5.45 
Reserved 4.42 4.69 4.75 4.64 
Sympathetic 5.36 5.41 5.34 5.35 
Disorganised 2.38 2.69 2.77 2.64 
Calm 5.25 4.97 4.62 4.94 
Conventional 3.55 3.37 3.48 3.35 
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Table 6.37 – Sport Interest Across Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
Court Sports 31 20% 16 21% 57 18% 29 12% 
Field Sports 47 30% 21 28% 84 26% 57 24% 
Auto Sports 14 9% 10 13% 27 8% 29 12% 
Athletic Sports 20 13% 9 12% 42 13% 27 12% 
Combat Sports 5 3% 5 7% 43 13% 45 19% 
Swimming 
Sports 20 13% 11 14% 43 13% 31 13% 
Other 18 12% 4 5% 23 7% 16 7% 
Total 155 100% 76 100% 319 100% 234 100% 
 
As depicted in Table 6.38, The Dissenters found spending time with family and to 
witness the spectacle of the sport, as being the most important aspects of sport entertainment 
(25% and 23%, respectively). Spending time with family was also the most important factor 
for the Detached – Disengaged and the Detached – Engaged segments, scoring this 38% and 
25% respectively, with appreciation of skill and technique and witnessing the spectacle of the 
sport as scoring the second highest for these two segments. Interestingly, appreciation of skill 
and technique was the highest scoring for the Devotees segment, (scoring 25%, as opposed to 
spending time with family’s 24% score). While this is a close difference it continues to paint 
this segment as being a sports fan segment.  
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Table 6.38 – Sport Entertainment Value Across Clusters 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
Spending time with family 17 25% 12 38% 32 25% 20 24% 
Spending time with friends 7 10% 2 6% 15 12% 8 10% 
Social Interaction 13 19% 5 16% 19 15% 10 12% 
Witnessing the spectacle of the 
sport 16 23% 3 9% 26 21% 11 13% 
Thrill Seeking/Risk Taking 0 0% 0 0% 4 3% 2 2% 
Appreciation of 
Skill/Technique 6 9% 6 19% 18 14% 21 25% 
Supporting my favourite team 
live 10 14% 1 3% 11 9% 9 11% 
Vicarious achievement through 
teams or athletes 0 0% 3 9% 1 1% 2 2% 
Total 69 100% 32 100% 126 100% 83 100% 
 
 
The final variable reviewed within this Attitude section was ‘overall attitude towards 
MMA’ which is presented in Table 6.39. The Dissenters were represented by over half of the 
segment (51%), indicating they were extremely opposed to MMA, and in total 95% of the 
segment chose the three categories within the negative side of the 7-point scale. The Detached 
– Disengaged segment scored mostly highly in the neutral category, with 38% indicating this, 
while none indicted they were a supporter or fanatical supporter of the sport. This continues to 
show this segment as being a neutral, but somewhat negative segment. The Detached – 
Engaged segment were represented by over half in the neutral category (53%), however 26% 
of the segment also indicated they were somewhat supportive of the sport. This continues to 
show this segment as being an opposite of the Detached – Disengaged segment, by being a 
neutral, but somewhat positive segment. Finally, most of the Devotees are shown as being far 
more positive towards the sport in terms of attitude, with 77% of the segment scoring above 
the natural point. Interestingly, this illustrates Dissenters as being more negative than the 
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Devotees are positive, with 95% of the segment scoring under the mid-point, as opposed to 
77% scoring above it.   
 
Table 6.39 – MMA Overall Attitude Across Clusters 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
Extremely opposed to MMA 35 51% 3 9% 1 1% 0 0% 
Significantly opposed MMA 13 19% 5 16% 3 2% 0 0% 
Somewhat opposed to MMA 17 25% 8 25% 12 10% 1 1% 
Neutral 3 4% 12 38% 67 53% 17 20% 
Somewhat supportive of MMA 0 0% 4 13% 33 26% 31 37% 
Supporter of MMA 1 1% 0 0% 10 8% 33 40% 
Hardcore/fanatical supporter of 
MMA 0 0% 0 0% 0 0% 1 1% 
Mean         
Total 69 100% 32 100% 126 
100
% 83 
100
%  
 
6.11.4 Behaviours  
 
 The behaviours of people within each cluster was measured to find the differences 
across segments with respect to their sport attendance and participation, MMA specific 
attendance or intention, and motivation or barrier to adoption regarding MMA specifically.  
 Table 6.40 indicates that all four segments indicated walking/ jogging/ running/ cycling 
as being the most commonly participated-in sport, with other sports all receiving less than 20% 
of each respective segment’s scores. This is perhaps an indication of an older panel sample, or 
that walking, jogging, running and cycling are more easily participated in, as they can be done 
autonomously, and do not require joining a group or scheduled training (for the most part).  
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Table 6.40 - Sport Participation Across Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
Court Sports 10 10% 3 6% 23 10% 6 4% 
Field Sports 5 5% 2 4% 11 5% 9 6% 
Athletic Sports 2 2% 2 4% 10 4% 8 5% 
Swimming Sports 3 3% 5 9% 21 9% 13 8% 
Auto Sports 0 0% 1 2% 5 2% 2 1% 
Combat Sports 3 3% 1 2% 7 3% 8 5% 
Walking/ Jogging/ Running/ 
Cycling 37 35% 22 41% 77 32% 48 30% 
Golf 11 10% 0 0% 9 4% 8 5% 
Gym 10 10% 7 13% 37 15% 30 19% 
Rowing 0 0% 0 0% 5 2% 1 1% 
Other 5 5% 6 11% 7 3% 6 4% 
None 19 18% 5 9% 27 11% 22 14% 
Total 105 100% 54 100% 239 100% 161 100% 
 
 
Regarding live sport attendance, Table 6.41 shows not much difference across the 
segments, with all segment indicating the majority attend 3 or less games a year, with the 
Dissenters, Detached – Disengaged, Detached – Engaged and Devotees scoring 74%, 72%, 
75% and 66% respectively. This does not necessarily illustrate any of the segments as not being 
sports fans; they may consume sports in other forms such as television consumption, online or 
attend live sport, but at a local level.  
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Table 6.41 – Live Sport Event Attendance v Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
0 27 39% 15 47% 49 39% 24 29% 
1 to 3 24 35% 8 25% 45 36% 31 37% 
4 to 7 11 16% 2 6% 14 11% 14 17% 
8 to 11 3 4% 3 9% 7 6% 4 5% 
12 or more 4 6% 4 13% 11 9% 10 12% 
Total 69 100% 32 100% 126 100% 83 100% 
 
As depicted in Table 6.42, most of the Dissenters, Detached – Disengaged and 
Detached – Engaged segments had not attended a combat sport event (80%, 81% and 70%, 
respectively), while a much larger 43% of the Devotees segment had attended one. Table 6.42 
also presents findings specific to MMA, which indicated that 99% of Dissenters, 100% of 
Detached – Disengaged, and 89% of Detached – Engaged had not attended an MMA event, 
while 12% of the Devotees segment had. This is perhaps a response to the sport recently being 
legalised within a caged arena in recent times in Victoria.  
While most people within all four segments had not attended a combat sport or MMA 
bout before, Table 6.42 indicates that 4% of the Dissenters would consider attending an MMA 
event, as would 25% of the Detached – Disengaged group, 51% of the Detached – Engaged 
group and 77% of the Devotees. These scores are once again expected given the segment’s 
attitudinal responses to the sport, though it is of note that the Devotees segment had a large 
23% answer no to this question – far higher than anticipated.  
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Table 6.42 - Combat Sport and MMA Event Attendance and Consideration between Clusters 
 
Cluster Dissenters 
Detached - 
Disengaged 
Detached - 
Engaged Devotees 
  1 2 3 4 
  n % n % n % n % 
Combat Sport Attendance             
Yes 14 20% 6 19% 38 30% 36 43% 
No 55 80% 26 81% 88 70% 47 57% 
Total 69 100% 32 100% 126 100% 83 100% 
MMA Event Attendance             
Yes 1 1% 0 0% 14 11% 10 12% 
No 68 99% 32 100% 112 89% 73 88% 
Total 69 100% 32 100% 126 100% 83 100% 
MMA Event 
Consider               
Yes 3 4% 8 25% 64 51% 64 77% 
No 66 96% 24 75% 62 49% 19 23% 
Results 69 100% 32 100% 126 100% 83 100% 
 
 
 
Considering a single item for motivation for potential attendance, Table 6.43 shows 
physical skills to be most important for all four segments. It is important to note that this 
question was only available to those who selected ‘yes’ to ‘would you consider attending an 
MMA event?’. As such, the number in the clusters are skewed, as illustrated in Table 6.44. 
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Table 6.43 – MMA Consumption between Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1 2 3 4 
Achievement 4.33 5 5.53 5.89 
Knowledge 5.67 5.13 5.86 6.25 
Aesthetics 4 4.88 5.42 5.83 
Drama 4.33 5.25 5.47 5.75 
Escape 4 5.25 5.53 5.59 
Family 3 5.25 5.38 5.59 
Physical 
Attraction 4.67 4.75 5.34 5.17 
Physical Skills 6.33 5.88 6.09 7.06 
Social 4.67 5.5 5.64 6.34 
 
Table 6.44 shows that 25% of Dissenters would be willing to attend to try a new thing, 
to witness the spectacle of MMA or to appreciate the skill and technical and professional 
elements of fighter’s techniques (total 75%). These three were the highest scoring for the 
Detached – Disengaged segment also, while social interaction also scored 19% here. For the 
two other segments, the atmosphere and excitement score more highly than their counterparts.   
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Table 6.44 - MMA Event Attendance Motivation Between Clusters 
 
 
Dissenters 
Detached - 
Disengaged 
Detached - 
Engaged Devotees 
1 2 3 4 
  n % n % n % n % 
Only if friends were going (social 
interaction) 1 13% 4 19% 26 16% 26 13% 
To try a new thing 2 25% 6 29% 38 23% 34 17% 
To witness the spectacle of MMA 2 25% 5 24% 31 19% 40 20% 
To appreciate the skill and 
technical and professional elements 
of the fighter’s techniques 
2 25% 4 19% 24 14% 40 20% 
For the atmosphere and excitement 1 13% 2 10% 31 19% 38 19% 
To follow an athlete 0 0% 0 0% 8 5% 11 5% 
To watch the event live as I am a 
fan 0 0% 0 0% 9 5% 14 7% 
Total 8 100% 21 100% 167 100% 203 100% 
 
 
Regarding why these four segments may avoid attendance, it is very interesting to find 
that following the response that MMA is a violent sport (27%), the next highest scoring reason 
for Dissenters is simply disinterest. This is of significance as its shows that not all the segment 
is against the sport due to its violent nature, but rather because they are not interested in the 
sport. The same is true for Detached – Disengaged, with violence followed by disinterested 
scoring 32% and 24% respectively. This supports the finding of violence not being a significant 
predictor of all outcome variables (as per regression / SEM analysis). Disinterest was the most 
prominent reason for the Detached – Engaged segment not to attend (32%), though a large 
number (20%) were opposed to MMA bouts being held in their respective states. Finally, for 
Devotees, disinterest and opposition to bouts being held in their states were the most commonly 
regarded reason to not attend an MMA bout. It is important to note that this question was only 
available to those who selected ‘no’ to ‘would you consider attending an MMA event?’ As 
such, the number in the clusters are skewed. These results are illustrated in Table 6.45.  
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Table 6.45 - MMA Event Avoidance Motivation v Clusters 
 
	 Dissenters Detached - Disengaged Detached - Engaged Devotees 
Cluster 1   2   3   4   
  n % n % n % n % 
I would not attend an MMA event 
as the people there just want to see 
violence 
34 19% 5 14% 15 12% 0 0% 
I would not attend an MMA event 
as I am 'turned off' MMA as a 
spectator due to how bloody the 
fights are 
31 17% 6 16% 13 11% 0 0% 
I would not attend an MMA event 
as I feel MMA is a violent sport 48 27% 12 32% 19 15% 1 4% 
I would not attend an MMA event 
as I am opposed to fight sports 24 13% 3 8% 12 10% 0 0% 
I would not attend an MMA event 
as I am simply disinterested 38 21% 9 24% 39 32% 11 44% 
I would not attend an MMA event, 
but am not opposed to them being 
held in my state 
4 2% 2 5% 25 20% 13 52% 
Total 179 100% 37 100% 123 100% 25 100% 
 
6.11.5 SUMMARY 
 
 Chapter 6 was presents the results from descriptive, CFA, regression, SEM, and cluster 
analysis. Initially, demographic, psychographic, behavioural, sport specific and finally, MMA 
specific variables were provided and analysed to help characterise the sample. From here, a 
CFA was conducted to confirm the factors that were identified from the pilot study. Following 
the development of several single and combined measurement models, identified factors were 
tested against four outcome variables to determine significant predictors, enabling 
development of a structural equation model. 
 Finally, a cluster analysis was used to determine and characterise segments of 
consumers, generalisable to the Victorian population. Four segments were determined through 
a k-means clustering technique, and these were identified as Dissenters, Detached – 
  
 
238 
Disengaged, Detached – Engaged and Devotees. Differences across segments were identified 
with respect to their demographic makeup, attitudinal loyalty, behavioural loyalty and 
disposition towards, and involvement with, MMA.  
 Based on conceptual model illustrated in Figure 2.12, below in Figure 6.13 illustrates 
Dissenters, Detached – Disengaged, Detached – Engaged and Devotees segments on the 
conceptual model.  
 
Figure 6.13 – Segment Map 
 
 
 
  
With respect to Figure 6.13, significantly, Dissenters were made up of the following 
characteristics: 
- Score lowly on legitimacy and political 
- Score highly on violence and social 
- 62% male 
- 60% over 55 years of age 
- Score very lowly on attitudinal loyalty, behavioural loyalty, disposition and 
involvement with MMA 
- 96% would not consider attending an MMA event 
 
The Detached – Disengaged segment held the following characteristics: 
- Score somewhat lowly on legitimacy and political 
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- Score neutral on violence, and somewhat negative social 
- Slightly more female segment (53%) 
- 69% over 45 years of age 
- Score lowly on attitudinal loyalty, behavioural loyalty, disposition and involvement 
with MMA 
- 75% would not consider attending an MMA event 
 
The Detached – Engaged segment held the following characteristics: 
- Score neutral on legitimacy and political 
- Score neutral on social, and somewhat negative on violence 
- Slightly more female segment (56%) 
- Each age group represented more equally 
- Score lowly on behavioural loyalty, disposition and involvement with MMA, and 
neutral on attitudinal loyalty 
- 51% would consider attending an MMA event 
 
The Devotees segment held the following characteristics: 
- Score very highly on legitimacy and political 
- Score very lowly on violence and social 
- Slightly more female segment (58%) 
- 78% under 55 years of age 
- Score highly on attitudinal loyalty, behavioural loyalty, disposition and involvement 
with MMA 
- 77% would consider attending an MMA event 
 
 Chapter 7 provides discussion of these findings and the contributions these make to 
literature, practice and methods. 
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CHAPTER 7 –  
DISCUSSION – CONSTRUCTING AND TESTING A TOOL 
FOR EXPLORING MMA CONSUMPTION 
 
 
 
7.1 INTRODUCTION 
 
 
 The research findings presented in this dissertation have been derived predominantly 
from three overarching studies. Initially, a media framing study provided the impetus for 
gaining insight and understanding about the issue. Media framing was undertaken to determine 
the way newspapers reported on MMA in Australia. This media framing approach was used to 
determine key themes as antecedents to the creation of a scale for measurement of MMA 
attitudes within a market, and testing the extent to which attitudes predicted support and 
consumption intent for MMA. As a final stage, a segmentation process was used to develop 
and compare groups of consumers with varying levels of support for the sport, incorporating 
both positive attitudes towards adoption and those groups with negative attitudes towards the 
sport, in line with the conceptual framework. 
The results arising from the media framing of the MMA suggested the existence of a 
conflict frame, where the media reported on MMA from either a positive and negative (and 
sometimes, both) perspective. The identification of a conflict frame in which four components 
emerged (legitimacy, political, social and violence) suggested that MMA is a sport that 
polarises public opinion. This suggested that development of a tool to test whether the public 
does in fact retain differing views on the sport would be worthwhile.  
The media framing exercise presented a set of items from which to test relevant 
attitudes and opinions of people towards MMA. A scale resulting from review of the frames 
emerged, and from this, items were pilot tested to determine whether people displayed vastly 
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polarised opinions towards MMA. The pilot survey and resulting full survey consisted of 
various demographic/sample characteristic questions, as well as sport specific attitude and 
behaviour questions. The result was a clear indication that peoples’ attitudes and opinions of 
MMA were polarised. Findings suggest that the four MMA attitudes: Legitimacy, Political, 
Social and Violence can be used as significant predictors of Victorian consumer’s Attitude, 
Behaviour, Disposition towards, and Involvement with, MMA. A further outcome was the 
determination of segments or clusters of consumers who display different (polarised) attitudes, 
behaviours and disposition towards MMA, allowing for identification of the main drivers or 
predictors for the different segments. Discussion around each of the research stages follows, 
with a summary tying all the findings together and the impact and implications of the work. 
 
7.2. STATEMENT OF MAIN FINDINGS 
7.2.1. Study 1 
 
 The media framing analysis conducted in Study 1 resulted in 4 themes which 
represented the narrative of the Australian newspaper media. These frames were identified as:  
- Defining and legitimising the sport 
- Growth and economic benefit 
- Image and impact on society and 
- Political and government 
 Each of these four frames were represented in both a positive and negative light. As 
such, it was determined that a conflict frame was apparent. These themes were used as an 
initial stage in the scale development process for item generation.  
 
  
  
 
242 
7.2.2. Study 2 
 
 The pilot survey was a key part of the scale development process. Exploratory factor 
analysis resulted in a five factors solution and aided in the development of the scale and 
reduction of items. It also was used to test the survey tools functionality and readability, as 
well as the expected response rate and completion percentage.  
7.2.3. Study 3 
 
  Confirmatory factor analysis undertaken in Study 3 resulted in a four-factor solution. 
These factors were coded: 
- Legitimacy 
- Political 
- Violence and 
- Social 
  
 Further analysis revealed that the outcome variables attitudinal loyalty, behavioural 
loyalty, involvement and disposition, social and violence were not significant predictors of 
Attitudinal Loyalty or Behavioural Loyalty. However, violence was a significant predictor of 
Disposition, and both Violence and Social were significant predictors for Involvement. 
Legitimacy and Political were significant predictors of all four dependant variables. A 
structural equation model was developed illustrating this. 
  
 Finally, hypotheses testing was undertaken following a cluster analysis. Four 
segments were determined, these being: 
- Dissenters 
- Detached – Disengaged 
- Detached – Engaged 
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- Devotees 
 These segments were mapped onto the conceptual framework put forward in Figure 
2.12. 
 
7.3. SUMMARY OF FINDINGS 
 
 The research of this dissertation was developed in four overarching stages, these being 
media framing, scale development of MMA Attitudes, testing impact of MMA attitudes, and 
cluster analysis of MMA segments. The media framing study resulted in the determination of 
a conflict frame. This result illustrated that the media writes about MMA in a conflicting 
manner. These were whether the sport is legitimate or not, the violent nature of the sport, the 
social implications of the sport, and whether the sport should be legal or leads to positive 
economic impacts. This addressed (in part) RQ1 (what attitudes are present from those 
consumers who either consume or avoid MMA sports products?), as it determined how the 
media frames MMA to the public and thereby presents as a major source of their attitude 
formation. These findings created the grounding for the scale development process to begin.  
 The framing process initiated the creation of 193 items in the first stage of review. 
These 193 items were reduced to 26 items, which formed part of the pilot study which, through 
the EFA process, presented four valid attitudes to use for analysis. Following the administration 
of the final survey to 310 Victorians, CFA resulted in a measurement model that illustrated the 
relationship between the MMA attitudes and outcome variables. The EFA and CFA process 
addressed (in part) RQ1, as it developed a scale of items into four testable MMA attitude 
variables. This stage enabled further analysis including SEM and regression analysis to be 
undertaken.  
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In the ‘test’ stage, the creation of a structural model and regression analysis followed. 
The model tested whether the MMA attitude variables predict the outcome variables. This stage 
relates to RQ2, (do attitudes to MMA have a direct positive or direct negative impact on MMA 
consumption intent?), answering this RQ including specific directions of the relationships. It 
was illustrated that (combined with gender and age), MMA attitudes were responsible for 64% 
of the variance in attitudes towards MMA, 47% of the variance in behaviour towards MMA, 
58% of the variance of involvement with the MMA and 73% of the variance of consumer’s 
disposition towards MMA.  
The final stage involved the identification of clusters of consumers, their 
characterisation, naming and the analysis of differences across them. This stage also related to 
RQ2, and enabled the understanding of differences in consumer groups, and thereby informed 
strategy for how one may address these different segments. Finally, these segments were 
mapped onto the conceptual framework proposed in Figure 2.1 and presented by Figure 6.13.  
 As well as presenting these outcomes specific to MMA, the research also provided a 4-
stage methodological process that could be applied to other similar (polarising) issues. 
Incorporating a media framing analysis to understand the way the media portrays a given issue 
to the public, followed by the development of a scale to form items based on the frames that 
arise, presents a relevant and clear method for developing a survey instrument. EFA, CFA and 
regression analysis could then be applied to see if the composite items can predict attitudes and 
behaviours towards a given polarising issue. Segments of consumers can then be determined 
and strategies towards predicting attitudes and behaviour can be established, which could assist 
in communicating with these segments from a commercial perspective.  
 Each of the four areas of the research is addressed, focusing on the unique aspect 
presented by each stage, how the process and findings can inform both MMA and wider 
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adoption / polarising issues, followed by a brief discuss of each stage regarding the theoretical, 
practical and methodological contributions made.  
 
 
7.4 MEDIA FRAMING ANALYSIS 
 
7.4.1 Summary 
 
 
The initial stage of the research involved developing a Media Framing Analysis. 
Content analysis of two major Australian newspaper providers was used to demonstrate the 
way the media portrayed MMA (such as positive or negative), the types of words and language 
they used when writing about MMA (such as referring to a ‘cage’ or ‘Octagon’), as well as the 
themes of issues they choose to relate to MMA (such as being suited to the Olympics and 
therefore being a legitimate sport, or alternatively being an initiator of street violence). 
The results from the media framing analysis identified four (4) themes (or frames). 
There was existence of both a positively and negatively framed commentary associated with 
each frame, and as such, it was evident a conflict frame existed. The conflict frame was 
established and depicted in Figure 4.1.  
The first frame referred to Legitimacy of the sport and the UFC. There was a clear 
emergence of the need to define MMA as a sport and to legitimise it arising from the analysis 
of the articles. Commonly reported was reference to violence and the negative social 
ramifications of allowing the UFC to hold events. These community impacts were often 
associated with the violence, injuries, the impressionable impact on those watching, the impact 
on people likely to replicate fighting in the streets, and even comparison to safer or non-contact 
sports (Brown, 2010; Morri, 2013; Munro, 2014). In contrast however, and supporting the 
emergence of the conflict frame, some articles referred to the MMA as a mainstream sport 
relating the discipline / skill / dedication of athletes, the noble history associated with the 
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individual martial arts, and the fact that several of the sports or skills demonstrated in MMA 
are already in the Olympics (Harvy & Ryan, 2013). The introduction of an external governing 
body for all bouts, the use of an onsite doctor, and the development of extensive rules set in 
place to protect athletes from serious injury, were presented to demonstrate safety or to dispel 
thoughts of the sports violent nature (Harvy and Ryan, 2013). 
 The essence of the frame seeking to define and legitimise the sport, effectively 
presented two polarising views: that MMA was or was not a sport. Comments in support of 
MMA being a legitimate sport sought to define what it was, what it was made up of and its 
history, as well as relate it to sporting events which hold a high regard, such as boxing and 
Olympic combat sports. Comments rejecting MMA as a sport linked it to topics such as the 
ancient gladiators, and references to fighters and followers of MMA as being ‘Neanderthals’, 
relating the sport to street violence, rather than professionalism. 
The second frame identified referred to the ‘growth and economic benefit of the sport’. 
There was a conflicted message when addressing the commercial benefits that could be 
associated with hosting MMA events in a host city or nation, especially through the UFC. There 
were positive messages integrated in many of the reports indicating the growth of the sport 
(MMA) and the company (UFC) and the economic benefit that cities or states hosting UFC 
events may reap (Oates, 2014; Rolfe, 2014; Sankey, 2012). The desire to refer to the rapid 
growth and economic benefits that the sport was associated with over the last 20 years, was 
often tempered by reference to the possible social costs that could be aligned with a sport like 
MMA. Other messages referred to the sport being brutal, yet also compelling and commercially 
successful (Quinn, 2010).  In an economic or growth sense, articles comparing the performance 
of UFC alongside other mainstream sports such as boxing or the NFL often featured. 
 The frame which introduced the ‘image and impact on society’ presented a negative 
image, where it was defined as violent (Braid, 2010), or too aggressive (Munro, 2014), or 
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having a detrimental effect on society in terms of increased instances of assault/violence, 
particularly as being a major contributor to street violence (Brown, 2010; Munro, 2014). 
Articles also raised the question of what it says about our society by allowing men and women 
to fight in a ‘cage’, calling for a nationwide ban, and discussed the participation of women in 
the sport, and the viewership of children of events. While this socially-directed frame 
introduced negative statements, often the messages were interspersed with positive messages. 
Comments identifying the impressive rise of UFC as the number one provider of MMA events 
in the world (Braid, 2010), and as being an organisation, which had introduced rules and 
regulations to make the sport safer, and therefore more socially acceptable (Walshaw, 2013), 
often appeared throughout, even within the same article. 
 The fourth and final frame referred to the ‘political and government factors’. This frame 
mostly described or questioned the exact nature of government involvement in banning the 
sport outright, or alternatively imposing restrictions on how the sport could be presented, as 
well as being associated with the economic revenue the sport brings. While references made 
within a political or government context often aligned with the other themes such as 
legitimisation, economic and social impact, there existed a message around the importance of 
government and the requirement for political intervention. Morri (2013) suggested that ongoing 
reviews by influential people regarding the UFC was required. The simple fact that a ban of 
the combat surface itself existed in WA and Victoria generated much diversity of opinion 
throughout the analysis (Campbell, 2014; Ducey, 2013; Oates, 2014; Sankey, 2012).  
 
7.4.2 Discussion 
 
The four frames clearly resulted in the classification of a conflict frame. There was a 
clear indication that newspaper coverage of the UFC by the Australian media is contentious. 
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The impact the media has on its readers, through the way it frames the sport displays clearly 
defined outcomes. The way in which the articles reported these thematic issues presented a 
polarised perspective. Many of the articles included either a pro or anti – UFC / MMA stance, 
while there were a number that included both pro and anti – UFC / MMA messages even within 
the same story, pointing to a conflict frame (DeVreese 2005).  
 
The rather changeable thematic outcomes identify the conflict frame which exists, 
highlighting the conflicting and polarising issues and messages attached to MMA. The UFC 
introducing new rules making the sport more accessible and safe (in the platform of the sport 
they provide) could be received very positively. While these stories might form part of a media 
management strategy, the likelihood is that the negative message about the safety, political 
interference or street violence, is likely to be lurking just below the surface. The ability of an 
organisation such as the UFC to control the media message becomes infinitely more difficult 
in this instance.    
Gaining an understanding of the way in which the media speaks about the sport of 
MMA can be very useful for both the sport and the public. How the media frames the sport, 
informs what the message is that the public receives, what issues MMA is being linked with, 
and what attitudes this information may be supporting in the community. Understanding these 
messages could be very helpful to the MMA to inform them about the way the media presents 
the sport to the public. An MMA / UFC specific media framing analysis had not been conducted 
in Australia prior to this study, so this information can certainly help the development of future 
research and understanding in this area. 
The media framing analysis conducted was unique. The impact of media commentary 
around MMA on people was reviewed, and a clear conflict message emerged, suggesting that 
MMA was a sport that resulted in polarised opinions. The four frames presented in Figure 4.1 
were developed into a series of items that were suggested as reflecting the positive and negative 
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attributes within each frame. The items/statements under each theme were then reduced via an 
8-stage scale development process (DeVelis, 2012), where 193 items were reduced to 26 items 
which formed part of the initial pilot survey. While this process was essentially exploratory in 
nature, the determination of the conflict frame into four themes enabled the results to form 
basis for the development of a scale.  
 
 
7.5 DEVELOPMENT OF ATTITUDINAL SCALE 
 
 
7.5.1 Summary 
 
 The purpose of the scale development was to develop reflective measures for the four 
frames arising from the media framing analysis (Flatten, Engelen, Zahra & Brettel, 2011). The 
pilot survey produced an initial analysis of the underlying factors that supported the creation 
of the scale. These four factors were identified as Legitimacy, Violence, Social and Economic 
(later termed Political).  
 The four frames provided the impetus to support identification of 193 possible items, 
which through a process of reduction, resulted in 26 items stating what the final four constructs 
represented. These 26 items, along with other demographic and personality questions were 
posed to a pilot sample of 137 people. Exploratory Factor Analysis was then applied to the 
results to identify structures or factors which could then be used as predictors of consumer 
behaviours, attitudes, involvement and disposition towards MMA in Australia.   
The EFA results showed a four-factor structure featured in Table 5.12, with groups of 
items named as initial constructs being legitimacy; violence; economic/political (which were 
established as cross-loading items) and; social. This EFA process validated the structure and 
provided evidence of adequate construct validity (Kim, Ritchie & McCormick, 2012). This 
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EFA determined the final study which was applied to a full sample to which CFA was 
undertaken. 
The constructs that emerged from the CFA process were shown to be a valid and 
reliable measure of attitudes to MMA. The Legitimacy measurement model presented as a six-
item structure, social with four items, violence five items and political three items. Involvement 
with 12 items, behaviour four items, and attitude four items provided a framework for further 
analysis. These measures for attitudinal loyalty, behavioural loyalty and involvement were 
established from scales measuring consumption outcomes from Doyle et al. (2013), Funk and 
Pritchard (2006) and Zaichkowsky (1985) and were tested to address people’s responses in 
these areas towards MMA. The four sets of attitudes – political, social, violence and legitimacy, 
proved to be significant drivers of the identified outcome measures.  
 The resulting CFA test resulted in the four factors being presented as MMA 
Attitudes in further analysis. Referring to Legitimacy, Political, Violence and Social, when 
these predictors are tested against the dependant variables of Disposition, Attitudinal Loyalty, 
Behavioural Loyalty and Involvement, the result is that those who believe the sport is 
legitimate and should be legal, are more positive in terms of their attitudinal loyalty, 
behavioural loyalty, and involvement with the sport. Conversely, those who believe the sport 
is inherently violent and does lead to a negative social impact, have a negative relationship 
with these same outcomes variables. Results in Table 6.21 show this to be the case, with a 
significant positive correlation between the legitimacy and political drivers, and the attitudinal 
loyalty, behavioural loyalty and involvement outcome variables. A significant, negative 
correlation is evident with the violence and social drivers, and the same three outcome 
variables.  
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7.5.2 Discussion 
 
 The use of a media framing as a tool to begin the scale development process was a new 
approach to this stage of scale development (generation of an item pool) and the resulting 
MMA attitudes presented a way to observe attitudes that had not been previously determined. 
This study commenced with 193 items and finished with 4 composite variables that can 
measure consumer’s response to the MMA sport product. Theory and knowledge are advanced 
here in that, rather than incorporating newspaper articles, internet and magazine articles, and 
academic papers discussing MMA and the UFC’s history and growth (Blue, 2013; Miller, 
2013; Sanchez & Malcolm, 2010), regulatory and political controls (Berger, 2013), or links to 
violence (Australian Medical Association, 2016; Birrer & Halbrook, 1998; Pieter, 2005; 
Zetaruk et al., 2004), the economic impacts (Sports Business Insider, 2016), social impacts 
(Brown, 2010; O’Brien, 2016), health impacts (Buse, 2006; Hutchison, et al., 2014; Kochhar 
et al., 2005; Lystad, Gregory & Wilson, 2014; Ngai, Levy & Hsu, 2008; Seidenberg, 2011), 
and media impacts (Santos et al., 2013), the four MMA attitudes identified from this research 
could be applied to measure consumer’s attitudes, behaviour, disposition towards, and 
involvement with, MMA in Victoria.  
This stage in the research set up the structural model and regression analysis discussed 
in Section 7.5.1 below and played a key part in the development of this research. 
 
7.6 MMA ATTITUDES AS PREDICTORS OF OUTCOMES 
 
 
7.6.1 Summary 
 
 
 The full survey determined how people responded to questions such as motivation for 
consumption, sport attendance, their personal attitudes towards MMA and so forth. Basic 
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cross-tabulation and descriptive and frequency analyses helped characterise the sample. In 
doing so, facilitators and barriers to the adoption of MMA in Victoria became apparent. The 
results predict large amounts of variance in consumers; 1) disposition towards the sport; 2) 
attitudinal loyalty towards the sport; 3) behavioural loyalty towards the sport and finally; 4) 
involvement with the sport in Victoria. This was achieved by reviewing the effect of the ‘MMA 
Attitudes’, that is perception of, legitimacy, political, social and violence. 
These results were accepted through a more thorough analysis involving structural 
models and regression tests. It was determined that gender was not a significant predictor of 
attitude, behaviour, involvement or disposition, however age was. It was important to run these 
tests prior to testing whether the four MMA Attitude variables predicted the four outcome 
variables. Once combined with the four MMA Attitude variables, gender and age were no 
longer significant predictors of any of the four outcome variables, with the single exception of 
gender being a significant predictor for involvement.  
The four independent variables legitimacy, political, violence and social (combined 
with gender and age) are responsible for 64% of the variance in attitudes towards MMA, 47% 
of the variance in behaviour towards MMA, 58% of the variance of involvement with the MMA 
and 73% of the variance of consumer’s disposition towards MMA. This indicates that the 
independent variables established are predictors for consumers views about MMA.  
Four hypotheses were determined prior to linear regression analysis, each with several 
sub-categories (illustrated in Section 6.2). For legitimacy and political, hypotheses H1 and H2 
were fully supported, while violence was partially supported (H3) (violence being a significant 
predictor of involvement and disposition, but not attitude or behaviour) and social not 
supported (H4).  
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7.6.2 Discussion 
 
Given that there is limited literature that measures or tests MMA attitudes or their 
impact on MMA outcomes, this study provided the first test of MMA attitudes and predictors 
for consumer’s attitudes, behaviours, disposition and involvement towards and with, MMA. It 
was fully confirmed that legitimacy and political are significant predictors of all outcome 
variables, while violence was partially confirmed (as a significant predictor of disposition and 
involvement), and social not supported. These results suggest that Victorian consumer’s 
perception about the sports legality and legitimacy are significant predictors of attitudinal 
loyalty, behavioural loyalty, disposition towards, and involvement with, MMA. 
Legitimacy and political were fully supported, violence only partially supported and 
social not supported as being predictors for attitudes, behaviours, involvement and disposition. 
Despite this, it was considered that all of these variables had relevance, and as such, all 
variables were retained. As the sport becomes more mainstream and is accepted as legitimate, 
legitimacy may not remain as a significant driver or point of difference for consumers, while 
violence and social factors may become more significant in driving MMA consumption 
outcomes. Given that significant proportions of variance in attitude, behaviour, involvement 
and disposition may be attributed to the MMA attitudes developed from this research (64%, 
47%, 58% and 73%, respectively), this suggests that the MMA attitudes (legitimacy, political, 
violence and social), contribute in a large way to consumers adoption or rejection of the sport.  
This study is unique in that it determines what drives attitudinal loyalty, behavioural 
loyalty, disposition and involvement with MMA, in Australia. These results can advance 
commentary around consumers of MMA, to understanding what drives their engagement with 
the sport. It also illustrates how legitimacy, political, violence and social effect those who are 
indifferent or opposed to MMA.  
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For the sport, this provides significant business intelligence towards making informed 
decisions regarding how MMA providers should speak to their audience. Building on these 
findings, discussion of how the sport is legitimate, is legal, may be violent, but does not lead 
to negative social ramifications may be the key in reducing negative stigma around the sport. 
This may in turn reduce negative attitudes and behaviours in key segments and enhance fandom 
in others.  
Further, this may then be generalised to other sports that may polarise the community. 
Providers of sports that have the potential to polarise society may use this media framing / scale 
development / EFA / CFA / SEM / regression process to understand the drivers of positive and 
negative engagement with the sport.  
With respect to the hypotheses, H1 and H2 being fully supported indicated legitimacy 
and political to be the main drivers of outcome variables. Therefore, if MMA providers can 
focus on altering consumer perception of the sport’s legitimacy and legality, this will lead to 
change in the attitudes, behaviours, involvement and disposition people have towards MMA. 
With H3 being partially supported, violence may also be used as a driver to reduce negative 
engagement with the sport or enhancing engagement of indifferent consumers or fans of the 
sport. While H4 was not supported at this time, as the sport becomes more accepted with 
respect to its legitimacy and political acceptance, the views towards violence and social may 
change. As a result, violence and social may become the main drivers of MMA outcomes. This 
will help MMA providers in understanding why some segments are so opposed to the sport, or 
why others do not consumer it more heavily or at all.  
 The results obtained from the MMA predictors driving the four outcomes play a key 
part in facilitating understanding and supporting research question two: ‘Do attitudes have a 
direct positive or negative impact on MMA consumption intent?’. This supported that the 
constructs of legitimacy, political and violence (social did not reach significance threshold 
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required) were significant predictors of MMA outcomes.  Implications of these results are 
discussed in the final chapter.   
 
 
7.7. MMA CONSUMER CLUSTERS/SEGMENTS 
 
7.7.1 Summary 
 
 
Following the analysis of the MMA attitudes as predictors, the next step involved 
assessing whether there existed differences between different groups of consumers. Using the 
MMA attitudes, four clusters were determined through a k-means process, which in turn, 
formed a further stage for analysis. These clusters or segments present were categorised as 
Dissenters, Detached – Disengaged, Detached – Engaged and Devotees. This allowed for each 
cluster to be identified and mapped onto the conceptual model proposed in Figure 2.12. 
Established clusters were then categorised and differences across them highlighted. Through 
understanding the four segments with respect to their demographic characteristics (Table 6.35), 
attitudes (Table 6.36 – Table 6.41) and behaviours (Table 6.43 – Table 6.49), marketing 
communications and other marketing efforts may be informed more strategically. This may 
enable the organisation to reduce the severity of negative attitudes and behaviours towards the 
sport, while enhancing the positive ones. 
Differences exist across the four identified segments as identified and discussed in 
Chapter 6. In terms of their demographic makeup, attitudes and behaviours towards MMA. 
Namely, each segment’s attitudinal loyalty, behavioural loyalty, disposition towards, and 
involvement with MMA was significantly different.  
Specifically, Dissenters scored low on legitimacy and political variables, while scoring 
high on social and violence. This indicates that this segment does not recognise the validity of 
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the sport and associate it with extreme levels of violence and potential social unrest, such as 
street violence. This segment was mostly male (62%), and older (60% over the age of 55 years). 
They scored very low on attitudinal loyalty, behavioural loyalty, disposition and involvement 
with MMA. This segment had the lowest overall engagement with the sport and is characterised 
by their negative attitude and behaviour towards the sport. MMA providers may communicate 
with this segment to put forward information reducing the severity of the negative perception 
held, thereby discouraging dysfunctional behaviour. While the consumers in this segment may 
not become active supporters of the sport, this is a key segment, as the reduction of active 
negative attitudes and behaviours towards MMA will aid its legitimacy, growth and 
development globally.  
The Detached – Disengaged segment scored lower on legitimacy, political and social, 
while being neutral to the violence predictor variable. The segment represented an evenness in 
gender (53% female, 47% male), and was older (69% over 45 years of age). This segment 
scored low on attitudinal loyalty, behavioural loyalty, disposition and involvement with MMA 
and 75% would not consider attending an MMA event. The Detached – Disengaged segment 
are similar to the Dissenters segment but are less inclined to be active in their negativity. 
Therefore, a sport such as MMA would possibly gain more traction by presenting them with 
positive examples about the legitimacy of the sport. Due to their neutral score in the violence 
predictor variable, this indicates they do not find the sport abhorrent due to its violent nature, 
suggesting that it is legitimacy that acts more as a barrier for adopting the sport. While 75% 
indicated they would not consider attending an MMA event, this suggests that there still exists 
a small group that might consider attending, and it is understanding that through legitimising 
the sport, this may be more likely to occur.  
The Detached – Engaged segment scored neutral on the legitimacy, political and social 
variables, and were somewhat negative on violence. This suggests that while they accept the 
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sport has legitimacy, and a level of community acceptance, they still recognise that there is a 
violence component to the sport being conducted. This view towards violence is a little 
different to how the Dissenter segment view violence, in that it is just a recognition that the 
sport has a combat component. This is supported by there being a willingness to adopt or attend 
and MMA event (51%). This segment is hold great potential for the growth of the sport. MMA 
providers may seek to communicate with this segment to encourage involvement with the sport 
through many mechanisms, including live attendance, television consumption, newspaper 
articles, social media posts, and so forth, to encourage their adoption and ultimately growth of 
the sport.  
The Devotees segment scored very high on legitimacy and political and very low on 
violence and social. This indicates the segment believe the sport is legitimate and should be 
legal, and do not recognise it as violent or leading to negative societal implications. On the 
whole, this is a segment that is a key support group for the sport of MMA. This segment was 
more female (58%) and younger, with 78% of the segment under the age of 55 years. This 
segment scored highly in all four outcome measures and 77% would consider attending an 
MMA event. This segment is characterised by their high level of engagement with the sport, 
and MMA providers should continue to seek out this group, communicate extensively with 
them, to ensure they maintain and encourage their continued involvement with the sport.  
 
7.7.2 Discussion 
 
This study is unique in that segments of Victorian consumers who express views about 
MMA had not been determined before. For future research, one may use or adapt these 
segments identified as Dissenters, Detached – Disengaged, Detached – Engaged and Devotees. 
For MMA, these findings categorise users based on several criteria and illustrate them 
as being significantly different. Importantly, these segments were significantly different in their 
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attitudinal and behavioural levels of loyalty, disposition and involvement with MMA. 
Dissenters scored very low in their attitude, behaviour and disposition towards, and 
involvement with, MMA. This outcome is expected as their view of MMA is quite negative 
and therefore would reflect on these people not supporting MMA from any of the four 
outcomes; their attitude towards MMMA is not favourable, their behaviour not positive, their 
involvement low and disposition towards the sport is negative. In reverse, Devotees scored 
very high with respect to their attitude, behaviour, disposition towards, and involvement with, 
MMA. This outcome indicates that these people are very supportive and responsive towards 
the sport of MMA.  
The other two groups, the Detached – Disengaged, and Detached – Engaged, fell 
somewhere in-between. While they were more neutral in their attitude, behaviour, involvement 
and disposition, there still existed significant differences between the groups. The Detached – 
Disengaged group. Therefore, providers of MMA may use this information to better form and 
target marketing communications to reduce the Dissenters negative attitudes and behaviours, 
engage the Detached – Disengaged segment to become more interested, and enhance or 
reaffirm fandom and active engagement and consumption in the Detached – Engaged and 
Devotees segments.  
The clusters, given the sample was based on the general population, provide an initial 
indication of support for the sport of MMA in the Victoria. This study provides an idea of 
market size and a baseline for developing fandom and adoption of MMA in Australia.  
In relation to adoption models such as the AIDA Model (developed 1898 (Strong, 1925, 
as cited in Garber & Dotson, 2002)), Hierarchy of Effects Model (developed by Lavidge & 
Steiner in 1961 (Barry, 1987)), innovation adoption model (Armstrong et al., 2012), 
information processing Model (developed by McGuire in 1978 (Belch et al., 2014)), these 
segments illustrate that adoption is not the only course of action one may have towards a given 
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product. Negative perceptions of legitimacy and political thinking, coupled with high 
perceptions of violence and social ramifications indicate that a negative repose to products is 
possible. These findings thereby contribute to literature in that the conceptual model proposed 
in Chapter 2 (further discussed in Chapter 6C) illustrates how segments may react to a product, 
including a negative response.  
 This study was the last key stage in supporting RQ2: ‘Do attitudes have a direct 
positive or negative impact on MMA consumption intent?’. Through mapping the segments 
based on this response, this process established and confirmed the polarising nature of MMA 
in Australia. This is significant in that research now enables greater understanding of the 
drivers for polarisation of the market and can thereby inform strategy for marketing 
communications with different segments to decrease negative engagement with MMA and 
encourage engagement with indifferent segments.  
 
7.8. Impact of Findings 
 
 With respect to literature and theory, the research contributed in a number of ways. 
MMA is a relatively new or emerging sport of which there was a very limited body of 
research. This research expands this body of knowledge firstly by identifying the manner that 
the media frames the sport in Australia, the themes they discuss and issues they write about in 
relation to it.  Further, this research identified the main drivers of a consumers’ attitudinal 
loyalty, behavioural loyalty, involvement and disposition with MMA in Victoria.  
 The functional or dysfunctional behaviours associated with consumers were also 
identified. This may aid MMA providers with their strategies in communicating with the 
public. Providers may use information regarding the sports legitimacy, legality (political), 
violence and societal impacts to reduce negative connotations with, and resulting attitudes 
towards, MMA. The results may assist the organisation in encouraging neutral segments of 
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consumers to engage further and continue to maintain and develop the engagement and 
interaction with the sport of positive segments.  
 With respect to the theoretical frameworks reviewed, this research adds to models 
such as the AIDA Model, the Hierarchy of Effects Model, the Staircase Model and the PCM 
in that it identifies a possibility for a negative response to a product, service or experience. 
While this has been discussed or alluded to before (Sheldon, 1911), this conceptual model 
provides an illustration of how a consumer may develop a negative attitude and behaviour 
towards a given offering.  
 
 
7.9 CONCLUSION  
 
 This research identified polarised segments of consumers towards MMA in terms of 
their knowledge, attitudes, feelings and behaviours. A conceptual model has been developed, 
to identify and illustrate segments around behaviour and attitude attributes. This model 
identifies that consumer’s attitudes and behaviours can be negative or positive, identifying 
potential consumer segments that show their determining characteristics. 
 Chapter 8 presents a conclusion to the research, incorporating limitations to the conduct 
of the research, opportunities for further research and implications to management academia. 
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CHAPTER 8 –  
CONCLUSIONS, IMPLICATIONS AND LIMITATIONS 
 
 
 
8.1 INTRODUCTION 
 
 
Chapter 8 presents the contribution that the research makes to literature with particular 
respect to the sport of MMA and attitudes and adoption by consumers. The impact on theory 
and practice, conclusions reached, and implications and limitations associated with the research 
are presented.  
  
8.2 CONTRIBUTION TO LITERATURE AND THEORY 
 
 
This dissertation addresses several gaps in the existing literature. This section discusses 
the contribution to literature with respect to MMA, the sport from an Australian context, media 
framing, the impact of the sport on the polarisation of consumers, and discussion centering on 
consumer adoption models. 
Mixed Martial Arts (MMA), as a relatively new sport, presents an area where very little 
research exists. It presents as a sport for which people hold strong opinions, and these opinions 
reflect sometimes extreme differences between people within the community. Identifying the 
existence of these considerable discrepancies in opinion towards the sport has enabled this 
research to identify the facilitators and barriers towards the adoption of the sport. This has been 
achieved through the determination of consumer attitudes, behaviours and opinions towards 
MMA. As such, conducting research into a sport which polarises opinions can inform strategy 
with respect to how one could nullify or reduce negative attitudes, behaviours and opinions, or 
  
 
262 
alternatively how to better grow or develop consumers who hold more positive views towards 
the sport.  
The uniqueness of the context of MMA in Australia suggested a worthwhile approach 
towards undertaking research in the area. At the commencement of this research there was a 
unique ban on MMA being held in Victoria and Western Australia (WA). This was a ban on 
the cage or octagon, and not on the sport itself. This ban on the fighting arena was overturned 
in Victoria, leading to the first and record-breaking event to be held at Etihad Stadium in 
Melbourne. This ban is unique to any other held in any state or country in the world. Further, 
Melbourne is considered to have a pride of place as ‘the sporting capital of the decade’ (The 
Sydney Morning Herald, 2016) having been named the sporting capital of the world on several 
occasions. This added to this unique context in that the sporting capital of the world did not 
allow the fastest growing sport in the world (O’Brien, 2013) to be held.  
The other element that emerged when referring to the sport of MMA was that there 
existed a wide range of views about the sport within the community. These views could be 
expressed as being wildly supportive of MMA and the UFC (Harvy & Ryan, 2013), through to 
being completely damning of the violence and expressing the abhorrence some people 
displayed for the sport (Morri, 2013; Rothfield, 2013).  
While the literature regarding polarisation in marketing or sport marketing is limited 
(Kiem-Malpass et al., 2017; Rozenkrants et al., 2017), MMA presents as an example of one 
such polarising product. Work by Mafael et al. (2016) examined EWOM centering on 
polarising issues suggesting that the information sources can drive opponents and proponents 
further away from each other’s stated position. The sport of MMA reflects widely held views. 
The suggestion that polarising views towards MMA and the UFC exist, indicated that research 
into activities which create differences of opinion, including outright conflict between 
community members provided a rich topic to research. Identifying whether a person 
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predisposed disposition towards MMA was rigidly held and not open to possible change, made 
for a rich vein of research possibilities.  
The approach taken for this research occurred across two main research stages. Initially 
a media framing exercise reviewed how MMA was portrayed in the media in an effort to 
examine differences which may be present. This was followed by an examination of public 
perception about the sport, initially through a scale and item development process which was 
piloted with members of the public, and then administered to a broader sample of the Victorian 
public.      
 The initial media framing exercise presented an approach to research where very little 
has been conducted. The media that formed the basis for analysis indicated that there were a 
range of attitudes present when referring to MMA. Given the impact that media can have on 
public perceptions (Eagleman, 2011), it was apparent that the reporting of MMA was related 
to many contentious issues such as street violence (Brown, 2010) and discussed from reporters 
who held a variety of opinions of the sport and its place in society (Buttler, 2013; Herald Sun, 
2015; Morri, 2013). The determination of a conflict frame, where it was identified that the 
Australian print media frames stories regarding the same issue (MMA) in a conflicted manner, 
was an original finding and adds to the literature. The conflict frame presented in Figure 4.12 
highlighted that there were both positive and negative comments that appeared throughout the 
newspaper reports around the topics of legitimacy, growth and economic factors, image and 
impact on society and political and government issues (Gaarenstroom et al., 2015). 
 The effect of identifying a polarised media response from a media analysis, supported 
the need to develop this theme further. It was determined that incorporating the conflict themes 
alongside some of the established consumer behaviour literature would enable greater insight 
to be identified. Consumer adoption, attitudes and behaviours in the context of a conflict theme 
were investigated as a result.  
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A contribution to adoption models has been one finding of this dissertation. The AIDA 
model, Hierarchy of Effects Model and fan attitude models such as the Psychological 
Continuum Model (PCM) all establish an initial neutral stage, such as awareness, then move 
in a positive direction to include stages reflecting forms of attitudinal or behavioral 
development, towards an end point being adoption or purchase of the product.  
While not specifically focussing on the negative responses of consumers, there have 
been previous studies into the neutral response by fans, Research by Lock and Filo (2012) did 
seek to identify reasons why consumers may not attend sport. Reasons for non-attendance were 
reviewed, with cognitive apathy, disidentification, club values and characteristics being key 
elements. Foster and Hyatt (2007) too highlighted ways in which fans may identify with a team 
following a relocation to a different city. These ways were presented as, identification 
(continuing to identify with the team), disidentification (discontinuing to identify with the team 
to maintain or increase their social standing), schizoidentification (fans who are undecided 
whether to identify or disidentify with the organisation), neutral identification (takes an active 
role in remaining neutral towards the organisation), and nonidentification (these fans are 
apathetic towards the organisation). These two studies indicate that not all consumers will 
respond in the positive to support the purchase of the product.   
While reasons consumers may not attend or engage with their team or sport due to 
apathy or a disconnect arising from specific circumstances (Foster & Hyatt, 2007; Lock & Filo, 
2012), this research (specific to MMA) contributes an additional element relating to negative 
attitudes towards a sport. Illustrating whether consumers perceive MMA to be legitimate, or it 
has political support, is too violent or has an impact on society, this research contributes to 
literature by adding to the understanding of consumer motives relating to their attitudinal 
loyalty, behavioural loyalty and disposition towards, and involvement with MMA. 
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Referring to the work of Sheldon (1911), who referenced that consumers may abandon 
the adoption process, or may even respond negatively to it, an adoption model with a negative-
to-positive scale is not established within the sport management or marketing literature. There 
is some reference made within the marketing literature towards polarising outcomes which 
highlight that consumers may use polarising products to create self-concept or express oneself 
(Rozenkrants et al., 2017), and the impact of pre-existing attitudes on information processing 
through eWOM (Mafael et al., 2016), however, this area of literature remains largely under-
investigated, and particularly within the sport marketing literature. As such, this research 
contributes to literature by developing one of the first known conceptual models that facilitates 
some understanding towards consumers who display a negative, neutral or positive attitudinal 
and behavioural response to a given issue. This model is generalisable to further contentious 
sports issues, such as (for example), the ‘bump’ in AFL, horse jumps racing or greyhound 
racing, which typically divide consumers on the pros and cons of allowing these events to take 
place. It may also extend its application towards other broader and more contentious social 
issues in the community such as abortion or vaccinations among other potential topics.     
 
8.2.1 – Contributions to Methods 
 
 The research’s methodological contributions are displayed by the robust mechanisms 
used to move from an understanding of a contentious issue, to developing and implementing a 
measurement tool for testing the impact of attitudes and development of segments with varying 
levels of support. The themes in news media are used as the building blocks for the 
development of a frame. While media framing analysis is a somewhat inexact process, 
comprised of different qualitative and quantitative methodologies, the research searched for 
the most established methods and those that were comprehensively explained and justified 
(DeVreese, 2005; Eagleman, 2011). The approach enabled a strong media framing approach 
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to be implemented, which resulted in a clear conflict frame being identified, presented as four 
key themes. 
 The reduction of over 193 items to just 26 items from an initial media framing exercise 
is unique in its approach. Identifying that the Australian media response to MMA was 
conflicted in the views present, highlighted that a conflict frame existed. This conflict frame 
suggests that there were some polarising opinions held by the media which would likely reflect 
public opinion.  The determination of a robust media framing analysis technique which is 
grounded in theory, enabled the starting point for development of a tool which could investigate 
the extent of the public thoughts and feelings towards MMA. The methodology developed in 
this dissertation towards media framing guiding the development of survey items contributes 
towards how future researchers may conduct media framing analysis. The early stages of 
developing a list of items used the analysis from the media framing process to identify the 
items, and most appropriate terminology to develop a survey instrument.  
 From the media framing analysis and item reduction, scale development ensued. 
Initiating DeVellis’ (2012) 8-stage approach to scale development, quotes or themes were 
drawn from the articles reviewed in the framing analysis. This established scale development 
process represented a robust and appropriate method for the development of a scale. The 
themes were addressed to identify statements which were then developed to account for all 
issues that were present within that theme.  
 Establishing a 26-item measurement tool to investigate consumer attitudes, behaviours 
and involvement with MMA resulted. This reinforced the established measure for the 
development of a scale that can be used to as significant predictors for consumer’s 
involvement, behaviour, attitudes and disposition towards, MMA in Australia. This 
methodology acts as a precursor for potential further research to develop scales to determine 
the significant predictors for consumer behaviour, attitude, opinions, disposition and 
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involvement with other contentious sporting issues. The 26 ‘MMA Attitude’ items were piloted 
through a survey and then Exploratory Factor Analysis (EFA) was conducted to determine 
whether the items were strong enough constructs to test further. As a result, these MMA attitude 
items were presented to a sample of the population to investigate their views on MMA.  
 Confirmatory Factor Analysis (CFA) was conducted on the 23-item scale (reduced 
from 26) and resulted in a 4-factor structure. These factors (Legitimacy, Political, Social and 
Violence) were then tested against the dependent variables (DV’s) of Disposition, Attitudinal 
Loyalty, Behavioural Loyalty and Involvement to create a Structural Equation Model (SEM). 
The scale development process followed an established process (DeVellis, 2012) and supports 
this methodology as an appropriate pathway towards scale development which can be applied 
to key areas of research.  Similar approaches could review and utilise this same process with 
confidence in its robustness, providing support that the necessary analytical techniques can be 
performed on the data.   
 The above process, consisting of a media framing analysis, scale development process, 
and the determination of MMA predictors on MMA outcomes, provides a contribution to 
methods as a research approach to building understanding of consumer adoption / markets.  
  
8.3 IMPLICATIONS 
 
8.3.1 – Practical Implications 
 
 The media framing study identified that there are conflicting ways in which the media 
tells a single story. As a result, the message that is received by the public about MMA can be 
interpreted in several different ways. Firstly, the media discussed MMA in relation to four 
frames; legitimacy, economic, social image and political. From these four frames a further 
underlying theme, violence, was included.  These themes were often represented within the 
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newspapers in a contentious manner. That is, they were reported upon through outlining either 
the positive or negative (or in some cases both) attributes of MMA. Media reporting such as 
this indicates that the media report on MMA in either a negative or positive light, which 
suggests that the public interpretation can reflect the media they are exposed to (in addition to 
their own personal beliefs and pre-existing opinions). Therefore, it suggests that people either 
agree or disagree to the following types of statements (each of which represents one theme): 
- MMA is a legitimate sport 
- Holding MMA events in Victoria leads to a significant positive economic benefit for 
the state 
- MMA should be legal and regulated in Victoria  
- Allowing, promoting and holding MMA events in Victoria will lead to negative social 
and community-level implications 
- MMA is an inherently violent sport 
 
The response by the public to these types of questions can be helpful in informing 
strategy. Understanding consumer opinion is paramount for the sport to grow and develop. At 
the local level, marketing communications cannot ignore the opinions that exist within the 
community regarding the legitimacy, political, economic benefit and violence that people 
express towards the sport. The public perception may be that allowing this sport to take place 
may lead to immediate negative societal ramifications, such as street violence. An attempt to 
disassociate the sport in consumer’s minds from street violence or crime is therefore important. 
Responding to the real concerns that exist within the community, and which are directed in a 
negative fashion towards the sport, may aid the sports growth and persuade consumers that 
MMA does not have a negative influence on the community. Promotional materials may be 
used with location-specific platforms, such as billboards, and posters. These platforms may 
provide information consumers can read while (for example) waiting for public transport or 
through some other medium. The type of information presented may include messages such 
as:  
- The sport may appear violent, but is not any more so than other combat sports, which 
are legitimate and often embraced by the public 
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- The sport may appear violent due to the visibility of blood; however, all participants 
are tested for various diseases and cuts are superficial, not usually inflicting long term 
injuries 
- Due the way fighters may lose a fight (being knocked out, submitted, tapping out, etc.), 
there are less significant brain injuries in MMA than other combat sports, especially 
boxing 
- Participants often hold several high-level belts or singlets in various martial arts, 
demonstrating their skill, discipline and professionalism in not one, but across multiple 
disciplines  
 
On a national or international level, legitimacy and political themes may be relied on 
as drivers of consumer opinion. Should the government, media and population perceive the 
sport as being no less legitimate than other national sports, and accept that it should be legal 
and regulated, then it may be more widely accepted. Sports such as skateboarding and BMX 
cycling have had to overcome restrictions and public perception to achieve wider public 
acceptance and now Olympic Games status. Through government intervention, and 
promotional efforts by the sport and athletes, the public response has become far less negative 
towards these sports over time. MMA has many similarities with these other sports, but with a 
possibly even greater negative public perception to overcome.   
As a result, in order to gain greater legitimacy and political support, in order to address 
public concerns, MMA providers may consider the inclusion of facts such as the following in 
their marketing communications: 
- MMA bouts all over the globe are accepted by that country or state’s government, and 
are regulated and legal 
- MMA’s main provider (the UFC) has dozens of extensive rules to ensure athlete safety 
(as do many other providers) 
- UFC initial bouts are sanctioned by the regulatory body in which they are holding bouts, 
and are watched over by their referees 
- MMA bouts have on-site doctors 
- Several combat sports are in the Olympics - the highest level of sport globally. MMA 
is simply a combination of these disciplines 
- The octagon, despite its cage-like appearance, is the safest possible arena in which fight 
sports can be held, as participants can not fall out of it 
- International companies accept the sport and use it to promote their products and brand 
name 
- Holding MMA bouts in each state generates significant economic benefit for that state 
and local businesses 
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 The outcomes of this research support development towards better understanding the 
barriers and facilitators to the adoption of MMA in Victoria. While the research consisted of a 
paid panel of 310 representative Victorian consumers, and this could be subject to some panel 
bias, it is significant enough to be representative of the population. As such, the findings of the 
study in terms of the makeup of segments of consumers and the drivers of attitudes, behaviours, 
involvement and disposition towards MMA can be extended to encompass the Victoria 
population.  
The results arising from this research, while specific to the context of the research 
(MMA), also presents the potential to be generalised to further contentious issues. Knowing 
why people like and may consume a product, or dislike and may avoid one, is immensely 
valuable to an organisation. The results of research such as this can aid in determining the types 
of consumers who make up sections of the community. As such, an understanding of the 
segments of consumers that exist, and their corresponding characteristics can be determined. 
Knowing the barriers to adoption for ‘negative’ groups (those with low scores on attitudinal 
scales in relation to MMA) may inform strategy to support reducing negative commentary and 
behaviours towards the sport. This may involve a process of explanation and education in 
reducing the severity of negative attitudes that people hold. Conversely, understanding the 
main drivers and motivations for adoption of MMA can inform strategy in putting in place 
mechanisms for enhancing fandom in ‘indifferent’ or positive groups.  
 The research presented linear regression analysis of the influence of various 
independent variables (MMA Attitudes) on the outcome variables. This approach enabled 
researchers to predict 1) Attitudinal Loyalty; 2) Behavioural Loyalty; 3) Involvement and; 4) 
Disposition, towards MMA in Victoria. Most prominently, the main drivers of attitudinal 
loyalty, behavioural loyalty, disposition and involvement are legitimacy and political factors 
(H1 and H2 fully confirmed). Further, violence was a significant predictor of disposition and 
  
 
271 
involvement (H3C and H3D supported), while social was not a significant predictor for any of 
the outcome variables. This is significant in that those who perceive the sport as legitimate or 
that it should be legal, also perceive the sport to be less violent and less likely to lead to social 
issues. These segments are more likely to be involved with, and have a positive attitude, 
behaviour and disposition towards, MMA. Conversely, those who do not perceive the sport as 
legitimate or that it should be legal and perceive the sport to be more violent and likely to 
impact on society, are less likely to be involved with, and have positive attitude, behaviour and 
disposition towards, MMA. Through understanding that these groups exist, and the extent of 
their attitudes, behaviour and disposition towards the sport, an organization can take steps to 
manage the messages and approaches made towards these different segments of consumers. 
 Given that legitimacy and political were present as significant drivers of these outcomes 
in all cases, information surrounding the legitimacy and legality of the sport should be central 
to MMA’s marketing communications with the public. For the growth of the sport and for 
MMA providers, this provides understanding for what drives consumers to adopt or reject their 
product. Strategically, marketing communications may be manipulated to include information 
such as the following, for the benefit of MMA organisations and the growth of the sport: 
- MMA is legal in Victoria and therefore accepted on a government level 
- Athletes are highly trained and consenting professionals 
- Various corporations accept and support the sport, and chose to sponsor or advertise 
through it 
- The sport has less significant injuries than many commonly accepted contact sports 
- The sport has zero recorded deaths in the UFC (the predominant provider of the sport), 
making it safer than boxing 
- Many of the athletes hold the highest level one may attain in individual martial arts, 
illustrating discipline and professionalism 
- Many of the martial arts used in MMA are Olympic sports, illustrating much of MMA 
is accepted by the highest tier of sport, globally 
- The ‘cage’ or Octagon may appear intimidating, but is designed to minimise athlete 
injury 
- No empirical evidence has linked MMA to street violence 
- The sport has on-site doctors, referees and dozens of rules in place to maximise athlete 
safety 
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 In addition to the messages themselves, it is worth noting that consumers can pick and 
choose the platforms from which they receive their media. Gone are the days of one news 
channel on television or one newspaper in a given region. Consumers have access to countless 
social media platforms, blogs, forums, television channels, podcasts, radio stations, magazines 
and newspapers (to name a few options). As such, consumers will choose the media sources 
that convey information they are searching for or are happy to hear. Practically, this presents a 
significant challenge as those who are very opposed to a given issue would unlikely ‘tune in’ 
to an alternate news source.  
In some instances, people contribute to the media discourse if they feel very strongly 
about a particular issue, and this may not be in support of this issue, it may in fact be to express 
their strong opposition to that issue. The identification of where people access their information 
from, and how they react and respond to it is becoming increasingly important to organisations. 
Organisations need to begin to understand the segments that exist and determine how best to 
respond to these segments.   
 Through understanding the media, the message and the potential segments that exist, a 
means of better identifying the attitudes of consumers can only be beneficial to an organisation. 
This research undertook to derive a scale and test it in order to better understand consumers 
involvement, disposition, attitude and behaviour towards MMA. The development of a scale 
such as this may be able to be generalised to similar sports (namely combat or contact sports), 
and other contentious issues, particularly in a sporting context. 
 Finally, clustering techniques were used to segment the sample into groups represented 
as Dissenters, Detached – Disengaged, Detached – Engaged and Devotees. These segments 
were characterised, and their differences analysed. Understanding which segments Victorian 
consumers fall into (as provided in Section 6.11), and the drivers of particular consumer’s 
attitudes, behaviours and disposition towards, and involvement with, MMA (as provided in 
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Section 6.5), informs strategy for the development of marketing communications. The 
clustering analysis identified four distinct segments. The segments ranged significantly in their 
attitude, behaviour, disposition towards and involvement with, MMA, supporting the conflict 
frame determined by the media framing analysis. This outcome informs MMA providers that 
there exists a significant disparity between consumers in the market. As a result, MMA 
providers may market to these segments individually, to enhance fandom of positive and 
marginal (detached – engaged) segments and reduce negative perceptions and behaviours 
towards the sport in negative ones. The development of these segments can be used to track 
the development of the sport, and as the sport is legalised in more countries, states and 
territories, and is accepted as legal and legitimate, other predictors of engagement (or lack 
thereof) may be explored. While violence and social drivers may not have been significant 
drivers in all cases of MMA outcomes, if the sport is accepted as legal, legitimate, and not 
leading to negative social ramifications, the fact that it is still violent may ultimately become 
the main driver for all MMA outcomes.  
 MMA providers can seek to reduce the negative image of the sport in some of the 
Dissenter segments minds, thereby reducing the corresponding negative behaviour. If 
dysfunctional behaviours can be better understood and marketed too, this will assist in the 
development and growth of the sport. Messages which focus on the positive legitimate and 
political aspects such as the sport being widely accepted, coupled with the fact that while 
violent, it has stringent controls and medical support processes, may help encourage Detached 
segments (Detached – Disengaged and Detached – Engaged) to become interested in, or 
consume the sport. This thereby will aid the sport’s acceptance in society, its likely public 
legitimacy, reduce protests, encourage more positive word of mouth based on more factual 
knowledge, and ultimately provide support for its growth, development and commercial 
success. 
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8.4 LIMITATIONS 
 
8.4.1 Time and Funding 
 
 The research was conducted during a period when MMA was seeking to expand into 
the Australian market. This was initially met with some resistance both politically and 
legislatively. During this period, some of the government regulations were changed or relaxed 
and this may have impacted on the results identified at the specific time of collection compared 
to the current environment.  
The research is also limited to a sample of views from people based in Victoria. While 
this may in fact be somewhat representative of the Australian population, this cannot be stated 
with any certainty.  Greater research funding being available may have enabled a national panel 
to be identified (or perhaps even an international sample occurring), which would have ensured 
even greater generalisability.    
 
8.4.2 Media Framing 
 
 The media framing study was only conducted in an Australian context. Only two main 
newspapers were used (and their corresponding subsidiaries). As such, the number of articles 
was limited. Imagery used in the articles was not used as part of the framing analysis, nor were 
further written sources, such as blogs, forums, or the commentary sections as response to 
articles. Each of these provided consumer opinions which may have contributed to the 
development of a frame but was outside the scope of this research. The analysis of opinion on 
other platforms, using more newspapers, including imagery does however, provide the 
opportunity for further research.  
 While it was assumed that the media represents the views of consumers and writes 
opinion and human-interest stories, by using a media framing study as the first stage in a scale 
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development process, this ignores the fact that there may be thoughts and opinions of 
consumers that are not captured within the media. Undertaking interviews and / or focus groups 
with consumers may have added further depth to understanding consumers as part of this 
research.  
 
8.4.3 Sample Size, Single Case Study and Australian Context 
 
For this research, a representative, generalisable sample was used. Employment of a 
sample such as this limited the research to reflect a single case study of MMA in Victoria. 
While the findings of this research point to an important process in identifying opinions 
towards sport, there is no evidence to suggest that it may be able to be applied to other sports, 
or even to reflect outcomes specific to MMA beyond those existing within Victoria.      
Victoria offers a unique setting for research into a topic such as this, given the status it 
has as a global sporting community, but at the same time, government regulations and diversity 
of public opinion towards MMA existed.  This unique context opened opportunity for research 
into the rapid expansion of this innovative new sport.  
 
8.4.4 MMA 
 
 The decision in choosing MMA to investigate as part of this research provided some 
challenges. There were observations that this is a sport that is considered by some to not be a 
sport at all, to others to be a fringe sport and to others to be a legitimate sport. This perception 
of MMA even changed at a government-level in Victoria with the introduction of new 
legislation allowing MMA in a fenced arena, during the duration of the research. With such a 
dynamic environment in which to research, there may be inconsistencies within the research 
questions being posed at the inception of the research compared to the end. Given these issues 
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occurring within the MMA industry / sport industry, over the course of this dissertation, a 
media framing analysis conducted now or in the future may yield very different results. This 
may be reflected in greater acceptance of the sport due to its legalisation in Victoria and other 
regions since the research was undertaken. 
 One further aspect of MMA that requires discussion is that it was hypothesised that the 
violence has a negative effect on attitudinal loyalty, behavioural loyalty, involvement and 
disposition with MMA. In reality, violence is a very difficult construct to define as there are 
people who watch the sport specifically for the violence. As such is must be noted that violence 
is not necessarily a negative element of the sport for a proportion of the population.  
 
 
8.5 FUTURE RESEARCH 
 
 
 The rapidly changing nature of a developing sport, especially one that was forced to 
change dramatically in many areas of the world to foster its acceptance, provides opportunity 
for research to be undertaken. The suggestion that media framing is often responsible for 
creating reality for the public, warrants further investigation. The way the media discusses 
MMA (i.e. as a sport, or as a social issue) emerged from reviewing the media discussion about 
MMA. The implication of this is that media framing is not a static interpretation and may draw 
different results if conducted in the future. This impacts on the public perception as well as the 
way in which communities accept or reject certain activities.     
 Regarding media framing, this review of MMA / UFC in the Australian media 
presented a clear reference to a conflict frame, it must be observed that the articles were only 
taken from two (albeit the most prominent) news media companies, Fairfax and News 
Corporation, and this was only taken from a particular timeframe. To provide a more specific 
analysis of the framing of all Australian media, the inclusion of further media platforms such 
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as magazines, internet documents, social media sites and blogs may be required. Furthermore, 
in addition to the media’s framing of MMA and the UFC, the way consumers or the public 
frame the company and the sport could also form a useful extension. While beyond the scope 
of this dissertation, this could occur through exploring responses to newspaper articles online, 
social media sites, blogs and other forums to broaden the exploration beyond the media voice 
towards the consumer attitudes and narratives. This and further work that may be informed by 
such exploration provides a particularly fruitful avenue for future work.   
 Based on the identification of four drivers of attitudinal loyalty, behavioural loyalty, 
involvement and disposition, future research may contain testing antecedents to attitudes in 
comparison to MMA facts. This may enhance understanding of what makes up consumers 
attitudes and behaviour towards the sport. This may likely entail exploratory, qualitative 
research using several focus groups or in-depth interviews to ascertain consumer’s perceptions 
about any given issue regarding MMA. These could then be collaborated and compared to 
factual information about the sport in order to alter negative perceptions regarding the sport. 
Strategic implications of this research would be that, having determined what the population 
of non-fans of the sport believe about the sport, educational and promotional activities could 
be organised. These marketing communications could be used to reduce negative perceptions 
about the sport, or even negative behaviours and attitudes towards the sport. Alternatively, 
communications could enhance and encourage positive behaviour or the adoption of MMA in 
each area.  
 Finally, the topic of polarisation within sport and beyond provides opportunity for 
research. This topic has been explored within a political context (Conover, Ratkiewicz, 
Francisco, Goncalves, Flammini & Menczer, 2011), however issues in sports which are 
associated with violence, or include animals in their production may need further investigation. 
The knowledge of how to reduce negative attitudes and behaviours towards a product, athlete, 
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team, sport or brand, or encourage engagement from detached segments would aid companies 
in the development of differentiated marketing communications for these segments.  
 
8.6 CONCLUSIONS 
 
 
 The findings of the research may aid in informing strategy for managing the growth 
and expansion of MMA in Australia. This may also be generalisable to further contentious 
issues, in a sporting context or otherwise. Segments of Victorian consumers were identified 
and predictors for consumer’s attitudes, behaviours, and disposition towards, and involvement 
with, MMA were discussed. The information regarding these drivers may be used to 
manipulate information directed to consumers with respect to these four outcome variables. 
Integrated Marketing Communications (IMC) strategies could be employed to reduce negative 
attitudes, behaviours and disposition towards MMA and mollify potential or ongoing 
dysfunctional behaviours. These would expose chosen segments to neutral information 
regarding the sport. These strategies could be used to foster involvement with MMA for 
segments of consumers who are somewhat indifferent towards the sport, or enhance their 
attitudes, behaviours or disposition towards it. Similarly, consumers who entertain a positive 
stance towards the sport may have strategies employed which supports their desire to be more 
engaged with the sport. This may be reflected in the consumer’s more positive attitude and 
disposition towards MMA, greater customer advocacy and positive word of mouth / electronic 
word of mouth, or increased behaviour and involvement (illustrated by attendance at events, 
consumption of events (on television or pay-per-view), consumption of information such as 
news articles, social media posts and so forth).  
 The research used a robust methodology for the media framing analysis that may be 
used by researchers seeking understanding about contentious public issues. The frames 
identified, enabled the development of a scale, through the adoption of an established scale 
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development process, further proving this techniques usefulness, reducing over 190 variables 
to a 23-item scale. This scale was then used to determine drivers of consumer attitudes, 
behaviour, disposition and involvement with MMA. 
 Finally, an attitude / behaviour conceptual model was developed. This model is one of 
the first of its kind due to the negative-to-positive scale. This illustrates that not all products 
are adopted, as most adoption models indicate. Rather than moving from being aware of a good 
/ service / experience, to adopting it, consumers may think or feel negatively towards such an 
offering and choose to reject it and not adopt at all. In the extreme cases, they may then choose 
to express this negativity in a public way through various forums. The results from this 
dissertation provide some understanding that this may be the case, and organisations which can 
understand these situations can take steps to better address the different consumer segments.   
While the case study was specific to MMA, this model may be used theoretically for any 
contentious issue where consumers may express polarised opinions.  
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APPENDICES 
 
APPENDIX 1 - FIGURE 1, 2, 3 & 4 – INITIAL SCALE ITEM GENERATION 
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APPENDIX 2 - FIGURES 5, 6 & 7 – SCALE ITEM REDUCTION 
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APPENDIX 3 – INITIAL STATEMENTS AND REFINED MEASURES 
 
Athlete Characteristics and Role Models 
- Fighters in MMA bouts are professional athletes 
- Fighters in MMA bouts are professional athletes because they undergo rigorous 
training and display respect and discipline 
- Fighters in MMA bouts are not professional athletes because they are akin to thugs 
and display aggression and violence 
- MMA athletes are good roles models for youths 
 
Rules and Regulations and Safety 
- MMA in Australia has sufficient rules and regulations for the Australian sport industry 
 
Legality 
- MMA should be legal to be held in a cage/Octagon in Victoria 
- MMA has always been legal Australia wide, the ban was placed on holding bouts in a 
fenced arena or cage 
 
Violence and Contrast Sports 
- MMA is a violent sport 
- MMA is a violent sport as it promotes or encourages violence 
- MMA is a violent sport as the fighters get bloody 
- MMA is no more violent than competitive contact or combat sports 
 
Growth 
- MMA's rapid growth has seen it transform from a no-holds-barred violent event, into a 
legitimate, professional sport 
 
Street Violence and Societal Impact 
- Legalising MMA bouts to be held/spectated in a cage environment will lead to 
detrimental societal effects 
- Legalising MMA bouts to be held/spectated in a cage environment will lead to 
increased street violence 
 
History, Legitimacy, Sponsorship and Olympics 
- MMA is legitimate and/or professional sport. 
- MMA can be classified as a legitimate or professional sport because of professional 
athlete's participation, extensive rules and regulations, external governing bodies, 
being legalised in Victoria and its growth 
- MMA can not be classified as a legitimate or professional sport due to its violent 
nature, bloody appearance and thuggish participants 
 
Cage 
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- The arena in which MMA takes place is called a cage/octagon 
- Allowing MMA bouts to take place in a fenced arena is against societies values 
- A fenced arena or cage or Octagon is a safer platform for MMA athletes as they 
cannot be pushed or fall out of a traditional boxing ring 
 
Economic Benefit  
- Holding MMA bouts in a given state will provide a positive economic impact to that 
state 
- The potential economic benefit that may be received from holding MMA bouts from 
global providers such as the UFC justifies its legalisation 
 
Behavioural and Attitudinal 
- I would attend a professional/top level MMA event in my state I would/would not 
attend an MMA event because… 
 
Participants 
- Individuals training or participating in MMA locally display respect, skill in their 
sport and discipline 
- Individuals training or participating in MMA locally display aggression and violence 
- Individuals training or participating in MMA locally are more likely to be involved in 
street violence incidences. 
 
 
 
Refined Measures 
 
- Athlete Characteristics/Role Models 
- Rules and Regulations/Safety 
- Legality 
- Violence/Contrast Sports 
- Growth 
- Street violence/Societal impact 
- History/Legitimacy/Olympics 
- Cage 
- Economic Benefit 
- Behavioural/Attitudinal 
- Participants 
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APPENDIX 4 – SURVEY TOOL – STUDY 2 
 
SECTION 1 
 
Q1 – Do you know what Mixed Martial Arts (MMA) is?  
Yes – Forward to question 2 
No - Q1 B – If still no altogether – remove from survey, as they will be unable to complete it 
– by answering no they will have already placed themselves in the ‘unaware’ segment.  
 
 
Q2 – How did you become aware of MMA? 
 
Spouse 
Parents 
Siblings 
Friends 
School 
Community 
Geographic Proximity to events 
Media  
Promotions 
 
 
 
SECTION 2 – SEGMENT DETERMINATION 
  
Part 1 – Demographic 
 
Q3 – I am…  
 
Male 
Female 
 
Q4 – What year were you born? (Open 4-digit box). 
 
  
Q5 – What is your highest level of education? 
 
High School 
Diploma 
Bachelors Degree 
Further Education 
 
 
Q6 – What type of work do you undertake? 
 
Part Time 
Casual 
Full Time 
None 
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Q7 – Income 
 
< $18,000 
$18,001 - $25,000 
$25, 001 - $40,000 
$40,001 - $55,000 
$55,001 - $70,000 
$70,001 - $100,000 
> $100,000 
 
Q8 – What lifestyle stage best describes your current situation? 
 
Single living alone 
Group of adults living in shared accommodation 
Family without children 
Family with children living at home (where youngest child is 5yrs or under) 
Family with children living at home (where youngest child is 6-14yrs) 
Family with children living at home (where youngest child is over 15yrs) 
Single/couple family with children who have left home 
Other family 
 
 
 
Part 2 – Geographic (for Stage 3 only as Stage 1 + 2 are VIC) 
 
Q9 – In which state do you currently live? 
 
Australian Capital Territory (ACT) 
New South Wales (NSW) 
Northern Territory (NT) 
Queensland (QLD) 
South Australia (SA) 
Tasmania (TAS) 
Victoria (VIC) 
Western Australia (WA) 
 
Q10 – What is your postcode? (Open 4-digit box). 
 
 
 
PART 3 – PSYCHOGRAPHIC 
 
 
Q11 – How would you describe yourself? Tick any of the following that describe you. 
(Tick boxes) 
 
Risk Taking 
Outgoing 
Adventurous 
Extroverted 
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Open to change 
Introverted 
Conservative 
 
Q12 – What do you value most about sport or entertainment in general? 
 
Spending time with family 
Spending time with friends 
Social Interaction 
Witnessing the spectacle of the sport 
Thrill Seeking/Risk Taking 
Appreciation of Skill/Technique 
Supporting my favourite team live 
Vicarious Achievement through teams or athletes. 
 
Q13 – What sports are you interested in?  
 
Court Sports 
Field Sports 
Auto Sports 
Athletic Sports 
Combat Sports 
Swimming Sports 
OTHER – Name specific. 
 
 
 
 
Part 4 – Behavioural  
 
Q14 – Are you a current member of any sports organisation? 
 
Yes 
No 
 
Q15 - Do you participate in any local sports? 
 
Yes 
No 
 
Q16 - Are these sports combat sports? (For example various types of boxing, kickboxing 
and/or wrestling?) 
 
Yes 
No 
 
Q17 - How many sporting events do you go to each year? 
 
0 
1-3 
4-7 
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7-10 
11+ 
 
Q18 - Have you ever been to a combat sport event? (E.g. Boxing, Kickboxing, Jiu-Jitsu 
and Wrestling?) 
 
Yes 
No 
 
Q19 - Have you ever been to an MMA event? 
 
Yes 
No 
 
Q20 - Would you consider going to an MMA event? 
 
Yes 
No 
 
 
 
With respect to your answer to Q20, please answer either Q21 (if you would consider 
attending an MMA event) OR 22 (if you would not consider attending an MMA event) to 
describe the motivations for your decision.  
 
 
 
Q21 – Please order the general motivation categories for attending MMA events in 
order of most important to least important in your opinion.  
 
Hedonic motives (desire for pleasurable experiences) 
Entertainment  
Drama   
Skill of athletes   
Aesthetic quality of sports  
Escape 
Excitement/Thrill seeking 
Vicarious Achievement 
 
 
Q22 – Please order the general motivation categories for avoiding attendance MMA 
events in order of most important to least important in your opinion. 
 
I would not consider attending an MMA event under any circumstances.  
Only if friends were going (social interaction). 
To try a new thing.  
To witness the spectacle of MMA. 
To appreciate the technical and professional elements of the fighters techniques.  
For the atmosphere and excitement.  
To follow a particular athlete.  
To watch the event live as I am a fan.  
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Q23 – In your own words, why would you not attend an MMA event? 
 
 
Part 5 – Cognitive and Attitudinal 
 
 
Q24 – On what platforms have you been exposed to media discussion of MMA?  
 
Newspapers 
Magazines 
Billboards 
Posters 
TV 
Radio 
Blogs 
Social media 
Other: please specify 
 
Q25 – In what manner do you believe the media portrays MMA in Victoria? (0-10 Very 
negative to Very positive) 
 
Q26 - How would you classify your attitude towards MMA in Australia? 
  
Hardcore/fanatical supporter of MMA 
Supporter of MMA 
Aware of MMA – happy to have it in my state 
Unaware of MMA in any detail 
Aware of MMA – would prefer it not to be in my state 
Significantly opposed MMA 
Extremely opposed to MMA 
 
 
 
SECTION 3 – SEGMENT CHARACTERISTIC DETEMINATION 
  
Part 1 – Segment Characteristic Determination   
 
 
Q27 - THEME 1 – Economic Benefit – 1-7 Likert Scales – Strongly Disagree – Strongly 
Agree 
 
Holding MMA events in a given state will generate economic benefit for that state.  
The potential economic benefit MMA events can generate in Australia justifies its 
legalisation.  
Holding MMA events in a given state will positively affect the (geographically) surrounding 
businesses.  
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Q28 - THEME 2 – Legitimacy 
 
MMA is a legitimate sport.  
As similar sports are held in the Olympics, this demonstrates MMA as too being a legitimate 
sport.  
MMA is a legitimate sport because professional athletes compete in events. 
MMA is a legitimate sport because of its rapid growth, development and extensive fan base.  
MMA is a legitimate sport because Victoria has made it legal to hold events. 
MMA is a legitimate sport because it incorporates extensive rules, regulations, on-site doctors 
and external governing bodies.  
MMA is a legitimate sport because major corporations recognise it as such, and sponsor 
events. 
 
 
Q29 - THEME 3 – Political/Government 
 
The previous Victorian ban was regarding bouts being held the Octagon or 'cage', not the 
sport itself.  
MMA events should be legal to be held in a 'cage'/Octagon in Victoria. 
MMA should be legal in all states in Australia because it brings in significant money to our 
economy.  
MMA should be legal in all states in Australia because we cannot claim to be a sporting 
capital of the world and not have the fastest growing sport. 
 
 
Q30 - THEME 4 – Social Impact 
 
Holding MMA events in a 'cage'/Octagon is against Victoria's societal values.  
The arena in which MMA bouts are held is called a cage. 
Participants of MMA (training at local venues) are violent or aggressive and are there to fight.  
Participants of MMA (training at local venues) emenate respect and discipline and are there to 
learn a new skill. 
MMA has a negative societal impact, as athletes are bad role models for children. 
MMA has a negative societal impact as it is directly linked to street violence.  
 
 
Q31 - THEME 5 – Violence 
 
MMA is a violent sport as athletes act violently.  
MMA is a violent sport because despite sporting or competitive elements, its nature is 
violence. OR BELOW 
MMA is a violent sport because while other sports may have fights in them, MMA objective 
is a fight.  
MMA is a violent sport because of how bloody athletes get.  
MMA is a violent sport.  
MMA is an unsafe sport. 
 
 
Part 2 – Select one 
 
Q32 - MMA is a sport that… 
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I support/ I do not support. 
I engage with/ I do not engage with.  
I follow/ I do not follow.  
I like/ I do not like.  
I find exciting/ I do not find exciting.  
I care about/ I do not care about.  
I find interesting/ I do not find interesting.  
I would participate in/ I would not participate in.  
I would attend/ I would not attend.  
I would watch on TV/ I would not watch on TV. 
I would read about in newspapers/ I would not read about in newspapers.  
I would read about/follow on social media/ I would not read about/follow on social media 
I would be happy for my state to hold events/ I would be unhappy for my state to hold events.  
 
Q33 – My disposition (overall position) towards MMA is positive. (1-7 Strongly Disagree – 
Strongly Agree). 
 
 
END SURVEY 
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APPENDIX 5 - MMA SURVEY - STUDY 3 
 
 
Start of Block: Default Question Block 
 
Q38 Dear Participant 
   
 You are invited to participate in a research project that explores individual’s attitudes, 
opinions, knowledge of and behaviours towards Mixed Martial Arts (MMA) in Victoria. The 
study will aim to determine segments within society with respect to their responses to the 
aforementioned categories. 
   
 There are also some general questions about you, to help interpret the information that you 
give. These include collecting demographic, geographic, psychographic, cognitive, attitudinal 
and behavioural information but no personal or identifying information. The questionnaire 
would normally take up to 15 minutes of your time to complete. 300 people will participate in 
the survey. 
   
 Participation is completely voluntary; however, participation is restricted to those over the 
age of 18 and currently live in Victoria. If you do not wish to take part, you are not obliged 
to. Deciding not to participate will not affect your relationship with Deakin University. You 
may keep and retain this copy of the Plain Language Statement. 
   
 If you agree to take part in the project, you can click continue and progress below. When 
completing this survey, you will be asked to confirm that you are over the age of 18 and give 
your consent for your responses to be involved in this research project. All data will be stored 
securely for a period of a minimum of five years after final publication and then will be 
destroyed. 
   
 Complaints 
 If you have any complaints about any aspect of the project, the way it is being conducted or 
any questions about your rights as a research participant, then you may contact:  
   
 The Manager, Ethics and Biosafety, Deakin University, 221 Burwood Highway, Burwood 
Victoria 3125, Telephone: 9251 7129, research-ethics@deakin.edu.au 
   
 Please quote project number [BL-EC-42-15]. 
   
   
 Researchers Details 
   
 Mr Thomas Gaarenstroom 
 PhD Student 
 Casual Academic 
 Deakin Business School 
 Deakin University 
 Melbourne Campus, Australia 
 thomasg@deakin.edu.au 
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 Dr Adam Karg, PhD. 
 Senior Lecturer & Course Director (Sport Management) 
 Department of Management 
 Deakin Business School 
 Deakin University 
 Melbourne Campus, Australia 
 adam.karg@deakin.edu.au 
   
 Dr Paul Turner, PhD. 
 Senior Lecturer and Honours Coordinator 
 Sport Management 
 Deakin Business School 
 Deakin University 
 Melbourne Campus, Australia 
 paul.turner@deakin.edu.au 
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Q39 Are you a Victorian resident and over the age of 18? 
o Yes  (1)  
o No  (2)  
 
Skip To: End of Block If Are you a Victorian resident and over the age of 18? = No 
 
 
Q40 By checking the box you are demonstrating that you have read and accepted the 
terms in the Plain Language Statement and give consent for your collected responses to 
be used as part of the research.  ▢ I accept the terms and conditions stated in the Plain Language Statement  (1)  
 
 
Page Break  
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Q42 Do you know what Mixed Martial Arts (MMA) is? 
o Yes  (1)  
o No  (2)  
 
Skip To: End of Block If Do you know what Mixed Martial Arts (MMA) is? = No 
 
Q2 How did you become aware of MMA? (Choose as many as apply). ▢ Spouse  (1)  ▢ Parents  (2)  ▢ Siblings  (3)  ▢ Friends  (4)  ▢ School  (5)  ▢ Community  (6)  ▢ Geographic Proximity to events  (7)  ▢ Media   (8)  ▢ Promotions  (9)  
 
 
 
Q3 I am…  
o Male  (1)  
o Female  (2)  
 
 
 
Q4 What year were you born?  
________________________________________________________________ 
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Q5 What is your highest level of education? 
o High School  (1)  
o Diploma  (2)  
o Undergraduate Degree  (3)  
o Post Graduate Degree  (4)  
 
 
 
Q6 What type of work do you undertake? 
o Part Time  (1)  
o Full Time  (3)  
o Unemployed  (4)  
 
 
 
Q7 In which annual income bracket are you? 
o $0 - $20,000  (1)  
o $20,001 - $40,000  (2)  
o $40,001 - $60,000  (3)  
o $60,001 - $80,000  (4)  
o $80,001 - $100,000  (7)  
o $100,001 - $120,000  (8)  
o $120,001 - $140,000  (9)  
o $140,001 - $160,000  (10)  
o >$160,001  (11)  
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Q8 What lifestyle stage best describes your current situation? (Choose the most 
appropriate option from the following). 
o Single living alone  (1)  
o Group of adults living in shared accommodation  (2)  
o Family without children  (3)  
o Family with children living at home (where youngest child is 5yrs or under)  (4)  
o Family with children living at home (where youngest child is 6-14yrs)  (5)  
o Family with children living at home (where youngest child is over 15yrs)  (6)  
o Single/couple family with children who have left home  (7)  
o Other family  (8)  
 
 
 
Q10 What is your postcode?  
________________________________________________________________ 
 
 
Page Break  
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Q11 To what extent would you describe your personality? (1 = Strongly Disagree, 7 = 
Strongly Agree). 
 
Strongly 
Disagree 
(1) 
Disagree 
(2) 
Somewhat 
Disagree (3) 
Neutral 
(4) 
Somewhat 
Agree (5) 
Agree 
(6) 
Strongly 
Agree (7) 
Extraverted, 
Enthusiastic. (1)  o  o  o  o  o  o  o  
Critical, 
Quarrelsome. 
(2)  o  o  o  o  o  o  o  
Dependable, 
Self-
Disciplined. (3)  o  o  o  o  o  o  o  
Anxious, Easily 
Upset. (4)  o  o  o  o  o  o  o  
Open to New 
Experiences, 
Complex. (5)  o  o  o  o  o  o  o  
Reserved, Quiet. 
(6)  o  o  o  o  o  o  o  
Sympathetic, 
Warm. (7)  o  o  o  o  o  o  o  
Disorganised, 
Careless. (8)  o  o  o  o  o  o  o  
Calm, 
Emotionally 
Stable. (9)  o  o  o  o  o  o  o  
Conventional, 
Uncreative. (10)  o  o  o  o  o  o  o  
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Q12 What do you value most about sport or entertainment in general? (Choose the most 
appropriate option from the following). 
o Spending time with family  (1)  
o Spending time with friends  (2)  
o Social Interaction  (3)  
o Witnessing the spectacle of the sport  (4)  
o Thrill Seeking/Risk Taking  (5)  
o Appreciation of Skill/Technique  (6)  
o Supporting my favourite team live  (7)  
o Vicarious achievement through teams or athletes  (8)  
 
 
 
Q13 What sports are you interested in? (Choose as many as apply). 
▢ Court Sports (e.g. tennis, hockey)  (1)  ▢ Field Sports (e.g. rugby, Australian Rules, soccer)  (2)  ▢ Auto Sports (e.g. Formula 1, MotoGP, V8 Supercars)  (3)  ▢ Athletic Sports (e.g. weight lifting, running, javelin)  (4)  ▢ Combat Sports (e.g. kickboxing, boxing, MMA)  (5)  ▢ Swimming Sports  (6)  ▢ OTHER – Name specific.  (7) 
________________________________________________ 
 
 
 
   
   
 
322 
Q34 What sports or physical activity do you regularly participate in? (Choose as many 
as apply). ▢ Court Sports  (4)  ▢ Field Sports  (5)  ▢ Auto Sports  (6)  ▢ Athletic Sports  (7)  ▢ Combat Sports  (8)  ▢ Swimming Sports  (9)  ▢ Rowing  (10)  ▢ Golf  (11)  ▢ Walking/Jogging/Running/Cycling  (12)  ▢ Gym  (15)  ▢ None  (13)  ▢ Other  (14)  
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Attn We want to ensure our survey participants are paying close attention to each 
question. Please select "other" and type the word "survey" in the provided text box to 
commit to quality answers. We appreciate your help! 
▢ Court Sports (e.g. tennis, hockey)  (1)  ▢ Field Sports (e.g. rugby, Australian Rules, soccer)  (2)  ▢ Auto Sports (e.g. Formula 1, MotoGP, V8 Supercars)  (3)  ▢ Athletic Sports (e.g. weight lifting, running, javelin)  (4)  ▢ Combat Sports (e.g. kickboxing, boxing, MMA)  (5)  ▢ Swimming Sports  (6)  ▢ OTHER – Name specific.  (7) 
________________________________________________ 
 
Skip To: End of Block If We want to ensure our survey participants are paying close attention 
to each question. Please sel...(OTHER – Name specific.) Is Does Not Contain 
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Q17 How many live professional sporting events do you attend each year? 
o 0  (1)  
o 1-3  (2)  
o 4-7  (3)  
o 8-11  (4)  
o 12 or more  (5)  
 
 
 
Q18 Have you ever been to a combat sport event? (E.g. Boxing, Kickboxing, Jiu-Jitsu 
and Wrestling?) 
o Yes  (1)  
o No  (2)  
 
 
 
Q19 Have you ever been to an MMA event? 
o Yes  (1)  
o No  (2)  
 
 
 
Q20 Would you consider going to an MMA event? 
o Yes  (1)  
o No  (2)  
 
 
Display This Question: 
If Would you consider going to an MMA event? = Yes 
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Q21 Please indicate how important general motivation categories for attending MMA 
events are to you. (1 = Not at all Important, 7 = Very Important).  
 
Not 
Important 
(1) 
Unimportant 
(2) 
Somewhat 
Unimportant 
(4) 
Neutral 
(5) 
Somewhat 
Important 
(6) 
Important 
(7) 
Very 
Important 
(8) 
Achievement 
(1)  o  o  o  o  o  o  o  
Knowledge 
(2)  o  o  o  o  o  o  o  
Aesthetics 
(3)  o  o  o  o  o  o  o  
Drama (4)  o  o  o  o  o  o  o  
Escape (5)  o  o  o  o  o  o  o  
Family (6)  o  o  o  o  o  o  o  
Physical 
Attraction (7)  o  o  o  o  o  o  o  
Physical 
Skills (8)  o  o  o  o  o  o  o  
Social (9)  o  o  o  o  o  o  o  
 
 
 
Display This Question: 
If Would you consider going to an MMA event? = Yes 
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Q22 The following are a number of reasons why you may choose to attend 
MMA. (Choose as many as apply). ▢ Only if friends were going (social interaction)  (2)  ▢ To try a new thing.   (3)  ▢ To witness the spectacle of MMA  (4)  ▢ To appreciate the technical and professional elements of the fighters techniques  (5)  ▢ For the atmosphere and excitement  (6)  ▢ To follow a particular athlete  (7)  ▢ To watch the event live as I am a fan  (8)  
 
 
Display This Question: 
If Would you consider going to an MMA event? = Yes 
 
Q44 In your own words, why would you attend an MMA event? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Display This Question: 
If Would you consider going to an MMA event? = No 
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Q35 The following are a number of reasons why you may choose not to attend 
MMA. (Choose as many as apply). ▢ I would not attend an MMA event as the people there just want to see violence.  (4)  ▢ I would not attend an MMA event as I am 'turned-off' MMA as a spectator due to how 
bloody the fights are  (5)  
▢ I would not attend an MMA event as I feel MMA is a violent sport.  (6)  ▢ I would not attend an MMA event as I am opposed to fight sports.   (7)  ▢ I would not attend an MMA event as I am simply disinterested.   (8)  ▢ I would not attend an MMA event but am not opposed to them being held in my state.   
(9)  
 
 
Display This Question: 
If Would you consider going to an MMA event? = No 
 
Q23 In your own words, why would you not attend an MMA event? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
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Q36 Please rate your level of agreement with the following statements pertaining to 
economic benefit from 1 (Strongly Disagree) to 7 (Strongly Agree).  
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 
Holding MMA 
events in a 
given state will 
generate 
economic 
benefit for that 
state. (1)  
o  o  o  o  o  o  o  
Holding MMA 
events in a 
given state will 
positively affect 
the 
(geographically) 
surrounding 
businesses. (3)  
o  o  o  o  o  o  o  
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Q37 Please rate your level of agreement with the following statements pertaining to 
legitimacy from 1 (Strongly Disagree) to 7 (Strongly Agree). 
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 
As similar sports are held 
in the Olympics, this 
demonstrates MMA is 
also a legitimate sport. (2)  
o  o  o  o  o  o  o  
MMA is a legitimate 
sport because professional 
athletes compete in 
events. (3)  
o  o  o  o  o  o  o  
MMA is a legitimate 
sport because of its rapid 
growth, development and 
extensive fan base. (4)  
o  o  o  o  o  o  o  
MMA is a legitimate 
sport because Victoria has 
made it legal to hold 
events. (5)  
o  o  o  o  o  o  o  
MMA is a legitimate 
sport because it 
incorporates extensive 
rules, regulations, on-site 
doctors and external 
governing bodies. (6)  
o  o  o  o  o  o  o  
MMA is a legitimate 
sport because major 
corporations recognize it 
as such and sponsor 
events. (7)  
o  o  o  o  o  o  o  
 
 
 
Page Break  
  
   
   
 
330 
 
Q24 On what platforms have you been exposed to media discussion of MMA? (Choose 
as many as apply). 
▢ Newspapers  (1)  ▢ Magazines  (2)  ▢ Billboards  (3)  ▢ Posters  (4)  ▢ TV  (5)  ▢ Radio  (6)  ▢ Blogs  (7)  ▢ Social media  (8)  ▢ Other: please specify  (9) ________________________________________________ ▢ None  (10)  
 
 
 
   
   
 
331 
Q25 In what manner do you believe the media portrays MMA in Australia?  
o 0  (0)  
o 1  (1)  
o 2  (2)  
o 3  (3)  
o 4  (4)  
o 5  (5)  
o 6  (6)  
o 7  (7)  
o 8  (8)  
o 9  (9)  
o 10  (10)  
 
 
 
Q26 How would you classify your attitude towards MMA in Australia? (Choose the 
most appropriate option from the following). 
 
Extreme
ly 
opposed 
to MMA 
(1) 
Significant
ly opposed 
MMA (2) 
Somewh
at 
opposed 
to MMA 
(3) 
Neutr
al (4) 
Somewh
at 
supporti
ve of 
MMA 
(5) 
Support
er of 
MMA 
(6) 
Hardcore/fanati
cal supporter of 
MMA (7) 
Attitu
de (1)  o  o  o  o  o  o  o  
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Q46 To what extent do you agree with the following? 
 
Strongly 
Disagree 
(1) 
Disagree 
(3) 
Somewhat 
Disagree 
(4) 
Neither 
Agree or 
Disagree 
(5) 
Somewhat 
Agree (6) 
Agree 
(7) 
Strongly 
Agree (8) 
I am committed 
to MMA (1)  o  o  o  o  o  o  o  
I intend to 
support and 
keep supporting 
MMA (2)  
o  o  o  o  o  o  o  
My preference 
for supporting 
MMA would 
not willingly 
change (3)  
o  o  o  o  o  o  o  
Even if my 
close friends 
recommended 
following 
another sport, I 
would not stop 
following 
MMA (4)  
o  o  o  o  o  o  o  
It would be 
difficult to 
change my 
beliefs about 
MMA (5)  
o  o  o  o  o  o  o  
I will attend 
MMA events 
live (6)  o  o  o  o  o  o  o  
I will watch 
MMA events on 
the television or 
the internet (7)  
o  o  o  o  o  o  o  
I will follow 
reports about 
MMA in the 
media (8)  
o  o  o  o  o  o  o  
I will participate 
in discussions 
about MMA (9)  o  o  o  o  o  o  o  
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Q29 Please rate your level of agreement with the following statements pertaining to 
political/government factors, from 1 (Strongly Disagree) to 7 (Strongly Agree). 
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 
MMA in 
an 
Octagon 
or caged 
arena 
should be 
legal in 
Australia. 
(2)  
o  o  o  o  o  o  o  
MMA 
should be 
legal in 
Australia 
(3)  
o  o  o  o  o  o  o  
MMA 
should be 
legal in 
Melbourne 
(4)  
o  o  o  o  o  o  o  
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Q30 Please rate your level of agreement with the following statements pertaining to 
social impact from 1 (Strongly Disagree) to 7 (Strongly Agree). 
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 
Holding 
MMA events 
in a 
'cage'/Octagon 
is against 
Victoria's 
societal 
values. (1)  
o  o  o  o  o  o  o  
Participants of 
MMA 
(training at 
local venues) 
are violent or 
aggressive 
and are there 
to fight. (3)  
o  o  o  o  o  o  o  
MMA has a 
negative 
societal 
impact, as 
athletes are 
bad role 
models for 
children. (5)  
o  o  o  o  o  o  o  
MMA has a 
negative 
societal 
impact as it is 
directly linked 
to street 
violence. (6)  
o  o  o  o  o  o  o  
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Q31 Please rate your level of agreement with the following statements pertaining to 
violence from 1 (Strongly Disagree) to 7 (Strongly Agree). 
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 
MMA is a violent sport 
as athletes act violently. 
(1)  o  o  o  o  o  o  o  
MMA is a violent sport 
because despite sporting 
or competitive elements, 
its nature is violence (2)  
o  o  o  o  o  o  o  
MMA is a violent sport 
because while other 
sports may have fights 
in them, MMA's core 
objective is fighting (3)  
o  o  o  o  o  o  o  
MMA is a violent sport 
because of how bloody 
athletes get. (4)  o  o  o  o  o  o  o  
MMA is an unsafe sport. 
(6)  o  o  o  o  o  o  o  
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Q32 MMA is a sport that… 
 1 (0) 2 (1) 3 (2) 4 (3) 5 (4) 6 (5) 7 (6)   
I support (1) o  o  o  o  o  o  o  o  I do not support 
I engage with 
(2) o  o  o  o  o  o  o  o  I do not engage with 
I follow (3) o  o  o  o  o  o  o  o  I do not follow 
I like (4) o  o  o  o  o  o  o  o  I do not like 
I find exciting 
(5) o  o  o  o  o  o  o  o  I do not find exciting 
I care about 
(6) o  o  o  o  o  o  o  o  I do not care about 
I find 
interesting (7) o  o  o  o  o  o  o  o  I do not find interesting 
I would attend 
(8) o  o  o  o  o  o  o  o  I would not attend 
I would watch 
on TV (9) o  o  o  o  o  o  o  o  I would not watch on TV 
I would read 
about in 
newspapers 
(10) 
o  o  o  o  o  o  o  o  
I would not read 
about in 
newspapers 
I would read 
about/follow 
on social 
media (11) 
o  o  o  o  o  o  o  o  
I would not read 
about/follow on 
social media 
I would be 
happy for my 
state to hold 
events (12) 
o  o  o  o  o  o  o  o  
I would not be 
happy for my 
state to hold 
events 
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Q33 My disposition (overall position) towards MMA is positive.  
 
Strongly 
Disagree 
(1) 
Disagree 
(2) 
Somewhat 
Disagree 
(3) 
Neither 
Agree 
nor 
Disagree 
(4) 
Somewhat 
Agree (5) 
Agree 
(6) 
Strongly 
Agree 
(7) 
My 
disposition 
(overall 
position) 
towards 
MMA is 
positive. 
(1)  
o  o  o  o  o  o  o  
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Display This Question: 
If How would you classify your attitude towards MMA in Australia? (Choose the most 
appropriate optio... [ Neutral] (Count) <= 4 
 
Q45 Have you engaged in any of the following? 
 No (1) Yes (2) 
Negative word of mouth 
(WOM) regarding to MMA 
to family or friends? (1)  o  o  
Negative electronic word of 
mouth (EWOM) regarding 
MMA to family or friends? 
(2)  
o  o  
Posting negative sentiment 
on social media. (3)  o  o  
Discourage friends or family 
from engaging with MMA. 
(4)  o  o  
Actively protested against 
MMA. (5)  o  o  
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 APPENDIX 6 – STUDY 2 SURVEY STUDENT EXPLANATION 
 
 
 
Explanation of Survey – To be read to participants – Student Sample 
 
TO:  Survey Participants 
 
Survey Explanation 
Date: XX/XX/2015 
Full Project Title: Developing Segments of Consumers: A Case of MMA 
Principal Researcher: Dr Paul Turner, Dr Adam Karg 
Student Researcher: Mr Thomas Gaarenstroom 
Associate Researcher(s): NA  
 
 
Hi everybody thanks for your time. My name is Thomas Gaarenstroom, I am a PhD 
Candidate in Deakin Business School. Today I’m here to invite you to participate in a survey 
that makes up one part of a study in the research I am conducting for the completion of my 
PhD. It is regarding attitudes, behaviours, opinions and knowledge towards Mixed Martial 
Arts in Australia. You have been selected as you fit the parameters of a sample we have 
deemed necessary to survey.  
The survey itself should take between 10 and 15 minutes. The link to the survey is on 
the home page of your units Cloud Deakin webpage, and will remain there for the remainder 
of the week. Please note that the first page contains a Plain Language Statement. You must 
read this and clicked accept to take part in the research and to access the survey, however 
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you are under no obligation to take part in the research if you do not want to. Participation is 
completely voluntary. Not completing the survey will not affect your relationship with 
Deakin University, your Lecturer or your performance in this unit in any manner. Once you 
have begun the survey, you may choose to stop at any time. Completed survey responses 
will be used for analysis. A brief summary of major findings of the research will be made 
accessible to those who participated in the research. Thanks very much for you time. 
Complaints 
If you have any complaints about any aspect of the project, the way it is being conducted or 
any questions about your rights as a research participant, then you may contact:   
 
The Manager, Ethics and Biosafety, Deakin University, 221 Burwood Highway, Burwood 
Victoria 3125, Telephone: 9251 7129, research-ethics@deakin.edu.au 
 
Please quote project number [BL-EC-42-15]. 
 
 
Researchers Details 
 
Mr Thomas Gaarenstroom 
PhD Student 
Casual Academic  
Deakin Business School 
Deakin University 
Melbourne Campus, Australia 
thomasg@deakin.edu.au 
 
Dr Adam Karg, PhD. 
Senior Lecturer & Course Director (Sport Management) 
Department of Management 
Deakin Business School 
Deakin University 
Melbourne Campus, Australia 
adam.karg@deakin.edu.au 
 
Dr Paul Turner, PhD. 
Senior Lecturer and Honours Coordinator 
Sport Management 
Deakin Business School 
Deakin University 
Melbourne Campus, Australia 
paul.turner@deakin.edu 
 
  
   
   
 
341 
APPENDIX 7 – PLS STUDY 2 – STUDENT AND PANEL SAMPLE 	
 
 
PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
 
TO:  Survey Participant – Student Sample and Panel Sample 
 
TO BE INCORPORATED AS THE INVITATION FOR THE WEB BASED SURVEY TOOL 
 
 
Plain Language Statement  
Date: XX/XX/2015 
Full Project Title: Developing Segments of Consumers: A Case of MMA 
Principal Researcher: Dr Paul Turner, Dr Adam Karg 
Student Researcher: Mr Thomas Gaarenstroom 
Associate Researcher(s): NA  
 
 Dear	Participant		You	are	 invited	to	participate	 in	a	research	project	 that	explores	 individual’s	attitudes,	opinions,	knowledge	of	and	behaviours	towards	Mixed	Martial	Arts	(MMA)	in	Australia.	The	study	will	aim	to	determine	segments	within	society	with	respect	to	their	responses	to	the	aforementioned	categories.		This	research	is	totally	funded	by	Deakin	University	with	the	project	is	being	undertaken	as	part	of	a	PhD	degree.			You	have	clicked	through	as	either	a	Deakin	University	student	or	as	a	member	of	a	paid	panel.	 The	 possible	 benefits	 of	 the	 study	 include	 developing	 better	 understanding	 of	individual’s	attitudes,	opinions,	knowledge	and	behaviours	towards	MMA	in	Australia	and	developing	segments	within	the	society.	For	Deakin	University	students,	it	is	important	to	note	that	the	project	is	not	from	Deakin	University	itself,	and	that	participant’s	answers	won't	affect	your	degree	or	relationship	with	Deakin	University	in	any	manner.			Some	example	statements	that	may	be	provided	for	your	opinion	include:	
• I	believe	holding	MMA	events	in	a	given	state	leads	to	societal	violence.	
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• MMA	is	a	legitimate	sport	due	to	professional	athletes	competing	and	global	companies	such	as	the	UFC	acting	as	providers	for	this	sport.		There	are	also	some	general	questions	about	you,	to	help	interpret	the	information	that	you	 give.	 These	 include	 collecting	 demographic,	 geographic,	 psychographic,	 cognitive,	attitudinal	and	behavioural	information	but	no	personal	or	identifying	information.	The	questionnaire	would	normally	take	up	to	15	minutes	of	your	time	to	complete.	200	people	will	participate	in	the	survey.		Participation	is	completely	voluntary;	however,	participation	is	restricted	to	those	over	the	age	of	18	and	currently	live	in	Victoria.	If	you	do	not	wish	to	take	part,	you	are	not	
obliged	 to.	 Deciding	 not	 to	 participate	 will	 not	 affect	 your	 relationship	 with	 Deakin	University.	You	may	keep	and	retain	this	copy	of	the	Plain	Language	Statement.		If	you	agree	to	take	part	in	the	project,	you	can	click	continue	and	progress	below.	When	completing	this	survey,	you	will	be	asked	to	confirm	that	you	are	over	the	age	of	18	and	give	your	consent	for	your	responses	to	be	involved	in	this	research	project.		No	personal	or	identifiable	information	will	be	collected	as	part	of	this	survey.	All data 
will be stored securely for a period of a minimum of five years after final publication	and	then	will	be	destroyed.	Withdrawal	from	this	project	will	not	be	possible	once	the	information	has	been	de-identified.		
Consent for participation is provided through the completion of the online survey and the 
two entry questions on the first page of the survey, these being: 
 
By checking the box you agree that you are over the age of 18. 
By checking the box you give your consent for your collected responses to be used as 
part of the research. 
 
You will then be asked to click ‘Continue’, demonstrating that you have read and understood 
the PLS and provided you have ticked the required boxes.  
 
Complaints 
If you have any complaints about any aspect of the project, the way it is being conducted or 
any questions about your rights as a research participant, then you may contact:   
 
The Manager, Ethics and Biosafety, Deakin University, 221 Burwood Highway, Burwood 
Victoria 3125, Telephone: 9251 7129, research-ethics@deakin.edu.au 
 
Please quote project number [BL-EC-42-15]. 
 
 
Researchers	Details	
	Mr	Thomas	Gaarenstroom	PhD	Student	
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Casual	Academic		Deakin	Business	School	Deakin	University	Melbourne	Campus,	Australia	thomasg@deakin.edu.au	
	Dr	Adam	Karg,	PhD.	Senior	Lecturer	&	Course	Director	(Sport	Management)	Department	of	Management	Deakin	Business	School	Deakin	University	Melbourne	Campus,	Australia	adam.karg@deakin.edu.au		
Dr	Paul	Turner,	PhD.	Senior	Lecturer	and	Honours	Coordinator	Sport	Management	Deakin	Business	School	Deakin	University	Melbourne	Campus,	Australia	paul.turner@deakin.edu.au
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APPENDIX 8 – LOW RISK APPLICATION FORM 
 
Office	use	only	Reference	number:	      Quiz	results	received	for	all	applicants?	Y/N      	
DEAKIN	UNIVERSITY	HUMAN	ETHICS	ADVISORY	GROUP	(HEAG)	
LOW	RISK	APPLICATION	FORM	The	National	Statement	on	Ethical	Conduct	in	Human	Research	(2007)	defines	low	risk	research	as:		‘Research	in	which	the	only	foreseeable	risk	is	one	of	discomfort.	Research	in	which	the	risk	for	participants		is	more	serious	than	discomfort	is	not	low	risk’.	
Project	Title:		 Determining Consumer Segments in Australian Sport: A Case of MMA 
Proposed Start Date: October 01, 2015 Proposed end date:  October 30, 2016	
Principal	Investigator/s:	 Dr Paul Turner, Dr Adam Karg	
Student	Investigator/s	(if	applicable):	 Mr Thomas Gaarenstroom 
Degree/s for which student/s enrolled: PhD 
School:				 Deakin University	 	 Faculty:	 	 Business and Law	
Contact	Telephone	No:	 92446769	
Email:	 paul.turner@deakin.edu.au 
Contact details of all researchers involved in the project: 
Name Role Email  Phone 
Dr Paul Turner Supervisor paul.turner@deakin.edu.au
 92446769 
Dr Adam Karg Supervisor adam.karg@deakin.edu.au
 92446934 
Mr Thomas Gaarenstroom Student thomasg@deakin.edu.au
 0401203057 
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PART	A:	Excluded	Categories	(See	National	Statement	5.1.6)	
1	 Does	your	project	focus	on	any	of	the	following?	Yes	 	No	 	 Aboriginal	or	Torres	Strait	Islander	Peoples	or	issues	Yes	 	No	 	 Research	involving	pregnant	women	or	the	human	foetus	Yes	 	No	 	 People	highly	dependent	on	medical	care	who	may	be	unable	to	give	consent	Yes	 	No	 	 People	with	a	cognitive	impairment,	an	intellectual	disability,	or	mental	illness	Yes	 	No	 	 People	who	may	be	involved	in	illegal	activities	Yes	 	No	 	 Interventions	and	therapies,	including	clinical	and	non-clinical	trials	and	innovations	Yes	 	No	 	 Human	genetics	Yes	 	No	 	 Human	stem	cells	Yes	 	No	 	 Projects	involving	ionising	radiation	Yes	 	No	 	 People	in	countries	that	are	politically	unstable,	where	human	rights	are	restricted;	and/or	where	the	research	involves	economically	disadvantaged,	exploited	or	marginalized	participants	from	such	countries	Yes	 	No	 	 Projects	involving	active	concealment	or	planned	deception	of	participants	Yes	 	No	 	 Collection	of	identifiable	personal	information,	without	permission	from	the	person	identified	Yes	 	No	 	 Risk	of	harm	to	participants	(more	serious	than	discomfort,	National	Statement	2.1.6)	
If	you	answered	yes	to	ANY	of	these	elements,	your	project	is	not	eligible	for	low-risk	
review.		You	should	complete	the	Full	Ethical	Review	Application	for	DUHREC.	
2	 Does	your	project	involve	ethical	review	by	another	Australian	organisation?		Yes	 		 No	 	 If	yes,	your	project	is	not	eligible	for	review	by	HEAG.	You	should	consult	the	Human	Research	Ethics	Guidelines	regarding	the	Prior	Approval	processes.	
	
3	 Does	your	project	involve	ONLY	use	of	existing	collections	of	non-identifiable	data?			Data	are	non-identifiable	when	they	do	not	identify	the	people	to	whom	the	information	relates	–	identifiers	should	never	have	been	collected,	or	should	have	been	permanently	removed	from	the	data	set	before	you	received	it.	Yes	 		 No	 		 If	yes,	you	should	complete	the	application	form	for	Exemption	from	Ethical	Review.	
PART	B:	Checklist	This	checklist	will	help	you	decide	whether	your	research	may	be	submitted	for	low	risk	review	by	your	Faculty	HEAG.	Research	is	eligible	for	low-risk	review	if	the	foreseeable	risk	level	is	no	more	than	discomfort.		If	you	answer	‘YES’	to	any	items	on	the	checklist	your	project	is	not	eligible	for	low	risk	
review	unless	you	can	explain	how	this	potential	risk	will	be	managed	or	minimised	to	ensure	that	the	project	remains	low	risk.	This	should	be	explained	in	the	special	case	assessment	section	(section	6)	below.		
It	is	your	responsibility	to	assess	the	level	of	risk	associated	with	your	project.	If	your	
project	is	not	considered	low	risk	by	the	HEAG,	you	will	be	required	to	complete	the	
application	for	DUHREC	approval.	
Please	ensure	you	include	all	signatures	before	submitting	the	application	as		
approval	cannot	be	granted	until	they	are	received.	
	1	 Are	any	of	the	following	topics	to	be	covered	in	part	or	in	whole?	
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Parenting	 	YES	 	NO	Sensitive	personal	issues	 	YES	 	NO	Sensitive	cultural	issues	 	YES	 	NO	Grief,	death	or	serious/traumatic	loss	 	YES	 	NO	Gambling	 	YES	 	NO	Eating	disorders	 	YES	 	NO	Illicit	drug	taking	 	YES	 	NO	Substance	abuse	 	YES	 	NO	Self-report	of	criminal	behaviour	 	YES	 	NO	Any	psychological	disorder,	depression,	mood	states	and/or	anxiety	 	YES	 	NO	Suicide	 	YES	 	NO	Sexuality,	sexual	behaviour	or	gender	identity	 	YES	 	NO	Race	or	ethnic	identity	 	YES	 	NO	Any	disease	or	health	problem	 	YES	 	NO	Fertility	 	YES	 	NO	Termination	of	pregnancy	 	YES	 	NO		
2	 Are	any	of	the	following	procedures	to	be	employed?	Use	of	personal	data	obtained	from	Commonwealth	or	State	Government	Department/Agency	 	YES	 	NO	Concealing	the	purposes	of	the	research	 	YES	 	NO	Covert	observation	 	YES	 	NO	Audio	or	visual	recording	without	consent	 	YES	 	NO	Recruitment	via	a	third	party	or	agency	 	YES	 	NO	Withholding	from	one	group	specific	treatments	or	methods	of	learning,	from		which	they	may	‘benefit’(e.g.	in	medicine	or	teaching)	 	YES	 	NO	Psychological	interventions	or	treatments	 	YES	 	NO	Administration	of	physical	stimulation	 	YES	 	NO	Invasive	physical	procedures	 	YES	 	NO	Infliction	of	pain	 	YES	 	NO	Administration	of	drugs	or	placebos	 	YES	 	NO	Administration	of	other	substances		 	YES	 	NO	Use	of	medical	records	where	participants	can	be	identified	or	linked	 	YES	 	NO	
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3	 PARTICIPANT	VULNERABILITY	ASSESSMENT	
	 Does	the	research	specifically	target	participants	from	any	of	the	following	groups?	Children	or	young	people	under	18	years	 	YES	 	NO	People	with	a	physical	disability	or	vulnerability	 	YES	 	NO	People	whose	ability	to	give	consent	is	impaired		 	YES	 	NO	Residents	of	a	custodial	institution	 	YES	 	NO	People	unable	to	give	free	informed	consent	because	of	difficulties	in	understanding	the	Plain	Language	Statement	or	Information	Sheet	(e.g.	language	difficulties)	 	YES	 	NO	Members	of	a	socially	identifiable	group	with	special	cultural	or	religious	needs	or	political	vulnerabilities		 	YES	 	NO	People	in	dependent	or	unequal	relationship	with	the	researchers	(e.g.	lecturer/student,	doctor/patient,	teacher/pupil,	professional/client)	 	YES	 	NO	People	with	existing	relationships	with	the	researcher	(e.g.	relative,	friend,	co-worker)		 	YES	 	NO	People	in	a	workplace	setting	with	the	potential	for	coercion	or	problems	of	confidentiality	(e.g.	employer/employee)	 	YES	 	NO	Participants	able	to	be	identified	in	any	final	report	when	specific	consent	for	this	has	not	been	given	 	YES	 	NO	Persons	not	usually	considered	vulnerable	but	would	be	thought	so	in	the	context	of	the	project		 	YES	 	NO	
4.	 RESEARCH	IN	OVERSEAS	SETTINGS	ASSESSMENT	
	 Does	the	research	involve	any	of	the	following?	Research	being	undertaken	in	a	politically	unstable	area	 	YES	 	NO	Research	involving	sensitive	cultural	issues	 	YES	 	NO	Research	in	countries	where	criticism	of	government	and	institutions	might	put	participants	and/or	researchers	at	risk	 	YES	 	NO	
5.	 OTHER	RISKS		Are	there	any	risks	to	the	researcher,	(e.g.	research	undertaken	in	unsafe	environments	or	trouble	spots)?	 	YES	 	NO	Are	there	any	other	risks	not	covered	in	this	assessment	that	you	consider	may	be	relevant?	 	YES	 	NO		
6.	 SPECIAL	CASE	ASSESSMENT	If	you	have	answered	‘YES’	to	an	item	in	the	checklist	but	you	still	believe	that	because	of	the	particular	nature	of	the	project	and	the	participants	your	project	may	still	be	eligible	for	low	risk	review.	Please	provide	details	below,	or	attach	an	additional	sheet.		
SPECIAL	CASE	DETAILS:		
The box ‘Recruitment via a third party or agency’ in Section 2 is ticked yes. It is the intention of the 
researchers to use a paid panel of 200 participants to complete part of a survey study. 		
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PART	C:	 Project	
1	 Aims	of	the	project	
To determine segments of consumers, with respect to their attitudes, opinions, knowledge and 
behaviours towards the sport of Mixed Martial Arts (MMA), in Australia.  
 
2	 Research	design	and	methods	Give	a	concise	and	simple	description	of	the	proposed	research	design	and	the	methods	to	be	used.	Please	include	all	data	collection	procedures	and	all	groups	of	participants.	This	research	is	a	mixed-method,	single	bounded	case	study	of	one	sport	(MMA).	The	research	will	entail	2	stages:		
- A	survey	of	over	600	people	to	determine	groups	of	consumers	with	respect	to	various	attitudes,	opinions,	knowledge	and	behaviours	and;		
- Up	to	three	(3)	Focus	Groups	to	better	understand	the	characteristics	of	groups	or	segments.			With	respect	to	the	quantitative	section,	the	study	will	be	conducted	in	the	form	of	a	survey.	This	survey	will	be	administered	through	an	online	survey	tool	(QualTrics)	with	respondents	(min	600)	recruited	through	in	three	stages:	
- 200	participants	in	a	Pilot	Stage	using	undergraduate	and	postgraduate	Deakin	Business	School	Students.	The	purpose	is	to	test	the	measurement	items	and	constructs.	
- 200	participants	from	a	paid	sample	sourced	from	a	research	provider	external	to	the	university	(e.g.	QualTrics	or	ORU).	The	purpose	is	to	develop	groups	or	segments	based	on	a	representative	national	or	regional	sample.	
- 200	from	online	blog	and	forum	pages.	The	purpose	is	to	profile	and	describe	the	resultant	segments	or	groups	and	populate	them	for	the	focus	group	stage.	In	regard	to	the	qualitative	section	of	this	study,	three	(3)	focus	groups	of	between	6	–	10	people	(approximate	maximum	of	30	people)	will	be	held.	This	will	provide	an	opportunity	to	validate	the	findings	of	the	quantitative	stage	and	build	a	more	in-depth	understanding	of	the	segments	developed	in	the	quantitative	study	and	how	changes	or	education	may	impact	their	attitudes	and	behaviours	relevant	to	the	sport	of	MMA.		While	MMA	events	are	currently	legal	in	Victoria,	the	sport	suffers	from	a	negative	stigma	associated	with	it	and	other	fight	sports.	As	a	result	there	are	both	fans	and	protestors	relevant	to	the	sport.	This	is	the	rationale	for	focussing	on	consumer’s	attitudes,	opinions,	knowledge	and	behaviours	towards	MMA.		3	studies/groups	are	needed	in	order	to	provide	a	representative	sample	of	the	population.	Participants	will	be	recruited	through	a	number	of	platforms	specific	to	that	group.	These	will	include:	university	Cloud	Deakin	sites,	a	paid	panel	and	web	pages	(using	the	PhD	student’s	allocated	resources	where	applicable).	These	are	more	comprehensively	explained	in	Part	C:2:9:	Explain	your	recruitment	process.		A	copy	of	the	prospective	survey	tool	has	been	included	in	the	ethics	application.	Before	entering	the	survey,	a	short	explanation	for	the	purpose	of	the	survey,	what	the	survey	will	entail	and	a	statement	explaining	participation	is	voluntary,	and	that	participants	may	choose	to	leave	the	survey	at	any	time	with	no	consequences	will	be	provided.	Consent	will	be	given	through	completion	of	the	survey,	as	well	as	a	check	box	as	part	of	
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entering	he	survey.	This	will	be	clearly	explained	through	the	Plain	Language	Statement	included	in	the	invitation	and	entry	page	of	the	survey.	
 
3	 Use	of	existing	stored	data	Please	list	any	existing	stored	data	that	you	plan	to	use	as	part	of	the	project	e.g.	health	or	employment	records	used	for	recruitment,	or	comparison.	Please	include	in	your	answer:	
§ The	type	and	number	of	records	being	accessed	
§ Whether	the	records	identify	individual	people	
§ How	you	will	obtain	permission	to	use	them	(consent	from	individuals	or	permission	from	custodians	of	non-identifiable	data).	(See	the	National	Statement,	Sections	3.1	and	3.2;	and	Section	25	of	the	Human	Research	Ethics	Guidelines	for	more	information.)	
No existing data will be used in the proposed studies.  
 
4	 Risks	and	benefits	
Give	a	summary	of	the	expected	benefits	of	this	project		This	may	include	benefits	to	the	broader	community,	the	participants,	people	with	whom	the	participants	identify	or	the	researcher.	(See	the	National	Statement	on	benefits	for	more	information.)		The	perceived	benefits	of	the	study	include:	
- Developing	segments	of	users	to	allow	a	better	understanding	of	consumer’s	attitudes	and	behaviours	(positive	or	negative)	towards	MMA	in	Australia.		
- Increasing	the	understanding	of	the	consumer’s	with	respect	to	MMA	in	Australia,	a	rapidly	growing	yet	relatively	under-researched	sport.	
- Provide	advice	to	assist	with	best	practice	for	marketing	through	which	MMA	providers	may	develop	fandom	of	casual	supporters	and/or	reduce	dysfunctional	behaviour	or	those	who	feel	opposed	to	the	sport.	
- The	framework	developed	from	the	research	will	likely	be	applicable	to	a	number	of	issues	that	can	be	characterised	as	having	consumers	holding	polarised	opinions.	It	this	regard	the	research	may	aid	understanding	in	fields	other	than	sport	and	can	contribute	to	literature	in	these	areas.		Overall,	benefits	of	the	research	are	developing	segments	and	understanding	positive,	neutral	and	negative	attitudes,	opinions,	knowledge	of	and	behaviours	towards	MMA	in	Australia.	As	the	sport	is	relatively	new	and	the	UFC,	MMA’s	predominant	provider	yet	to	hold	its	first	event	in	Melbourne,	a	sporting	capital	of	the	world,	research	in	this	area	is	somewhat	limited.	This	is	especially	the	case	with	respect	to	the	rational	of	individuals	against	MMA	events	being	held	in	their	state.	
 
Give a summary of the expected risks of this project and how they will be managed 
This should include any risks to participants, researchers, to the environment or to Deakin or other 
organisations.  (See	the	National	Statement	on	assessment	of	risk	for more information.)	There	are	very	limited	(if	any)	perceived	risks	in	this	research.	None	of	the	information	collected	will	be	outside	of	attitudes,	opinions,	attitudes	and	behaviours	regarding	MMA	in	Australia.	As	such,	no	instances	of	physical,	psychological,	devaluation	of	personal	worth,	social,	economic	and	legal	harm	are	foreseeable.	The	only	potential	marginal	risks	may	be	the	stress	on	
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respondents	through	completing	the	survey	or	interviews.	Here,	all	questions	are	written	or	asked	in	basic	form	and	limited	to	the	respondent’s	own	opinions,	knowledge,	attitudes	and	behaviours	and	there	are	no	consequences	for	non-completion	of	the	survey	or	interview	for	any	respondent,	limiting	the	risks	and	impacts	of	the	project	and	its	data	collection	phase.	The	third	stage	of	study	1	will	be	recruiting	from	blogs	and	forums,	as	stated	above.	Participants	will	be	offered	an	incentive	for	participation	in	the	survey	and	will	be	asked	to	click	a	box	at	the	end	of	the	survey	if	they	would	be	happy	to	leave	an	email	address	to	be	contacted	regarding	further	research.	If	so,	these	participants	will	be	contacted	via	these	email	addresses	regarding	Study	2	(focus	groups).		
 
5	 Monitoring	As	the	researcher,	how	will	you	monitor	the	progress	of	the	research?		You	should	include	details	of	planned	communication	between	members	of	the	research	team	(e.g.	face	to	face	meetings,	email,	telephone	or	Skype).	(See	the	National	Statement,	Section	5.5.3 for	more	information.)	A	timeline	has	been	constructed,	listing	the	desired	dates	for	completion	of	each	section.	Namely	this	includes	ethics	submission,	sending	out	surveys,	analysis,	conducting	follow	up	focus	groups,	analysis	and	write	up.	In	addition	to	this,	regular	meetings	with	the	student’s	supervisors	Dr	Paul	Turner	and	Dr	Adam	Karg	will	be	conducted	to	monitor	the	progression	of	the	research	and	assist	in	keeping	progress	to	planned	timeframes.	Pertinently,	the	student	will	require	completion	of	the	project	by	December	2016	in	line	with	degree	requirements.	
6	 Resources	Please	explain	the	amount	and	source	of	funding	(sponsorship,	tender,	grant	etc.).	If	there	are	specific	resources	required	for	the	project	how	will	they	be	provided?	
Funding has been allocated to the student under the Faculty of Business and Law. Expected 
expenses are as follows: 
- Paid survey panel – 200 participants - $ ($8-$15 per response – based on length) = $3,000 
MAX 
- Survey incentive – for third sample – 3*$100 Coles/Myer gift voucher = $300 
- Paid	focus	groups	–	30	MAX	total	-	$20	per	person	+	catering	=	$600	+	$250	=	$850	MAX	
- Transcribing	interview	responses	-	$250	
- TOTAL	=	$4,400		
7	 Conflict	of	interest	Do	any	of	the	researchers	or	others	involved	in	this	project	have	any	conflict	of	interest	in	relation	to	it?	If	so,	please	explain	how	this	will	be	managed.	(See	the	National	Statement,	on	Conflict	of	Interest	for	more	information.)	
No conflict of interest is apparent.  	
PARTICIPANTS	
8	 Describe	your	participant	group/s	Please	include	the	following	information	for	each	participant	group.	
§ How	many	participants	you	plan	to	recruit.	
§ A	justification	for	the	number	of	participants	chosen	for	each	participant	group.		
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§ The	inclusion	and	exclusion	criteria.	(See	the	National	Statement,	Section	4	for	more	information).	
A minimum of 600 respondents will be recruited from Victoria for the survey study of this research. 
This number was justified as being substantial enough for the construction of segments of 
consumers. This number will be broken down as follows: 
- 200	participants	in	a	Pilot	Stage	using	undergraduate	and	postgraduate	Deakin	Business	School	Students	
- 200	participants	from	a	paid	sample		
- 200	from	online	blog	and	forum	pages.	
It is anticipated that a maximum of 30 respondents from study 1 (from the online sample) will be 
contacted to participate in focus groups, made up of 6-10 respondents from groups determined in 
study 1.  
	
9	 Explain	your	recruitment	process		Please	include	the	following	information	for	each	participant	group.	
§ How	will	you	locate	the	participants	that	you	plan	to	recruit?	If	through	existing	records	or	contact	lists,	please	explain	how	this	will	be	done	in	a	way	that	does	not	infringe	privacy	requirements.		
§ How	will	initial	contact	be	made?		If	you	plan	to	use	a	document	or	spoken	statement	e.g.	flyer,	letter,	advertisement,	phone	call,	please	attach	a	copy	of	the	document	or	script	to	this	application.	
§ Will	the	participants	be	screened?		If	there	is	a	screening	tool,	please	attach	a	copy.	(See	the	Human	Research	Ethics	Guidelines	on	Recruitment	for	more	information.)	
For the quantitative study: 
• 200 respondents will be informed of the study in classes of undergraduate and/or 
postgraduate units in Deakin Business School. Links to consents forms, plain language 
statements and the survey itself will be temporarily available on each units Cloud Deakin 
webpage.  
• 200 respondents will be recruited from a paid panel to complete the survey study. 
• 200 respondents will be recruited from online blogs and forums. These respondents will be 
provided links to consent forms, plain language statements and the survey itself also.  
For the focus groups, a maximum of 30 respondents from study 1 will be recruited to complete the 
interview study. These will be recruited by requesting participants from the third sample of study 1 
click a box at the end of the survey, if they are happy to be contacted by email regarding 
participation in a focus group. 	
CONSENT	
10 Describe	the	consent	process	There	are	a	variety	of	ways	in	which	consent	can	be	established,	most	commonly	by	giving	participants	a	Plain	Language	Statement	and	Consent	Form	(PLSC)	or	by	return	of	survey.	You	may	wish	to	consult	the	Human	Research	Ethics	Guidelines	for	more	information.	Please	include	details	such	as:	
§ how	and	when	you	will	provide	consent	materials	to	your	potential	participants	
§ how,	when	and	to	whom	participants	will	indicate	their	consent.	(See	the	National	Statement,	Chapters	2.2	and	2.3	for	more	information.)		
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With	respect	to	the	survey	study	of	the	research,	a	short	explanation	for	the	purpose	of	the	survey,	what	the	survey	will	entail	and	a	statement	that	completion	of	the	survey	is	voluntary,	and	that	participants	may	choose	to	leave	the	survey	at	any	time	with	no	consequences	will	be	provided	on	the	opening	page	of	the	survey	(invitation	page).	Consent	will	be	provided	through	the	completion	of	the	survey,	and	specifically	through	two	entry	questions	on	the	first	page	of	the	survey. As an example, this section will read through two criteria and ask respondents to check 
an online tick box in order to continue: 
 
By checking the box you agree that you are over the age of 18. 
By checking the box you give your consent for your collected responses to be used as 
part of the research. 
 
Respondents will then be asked to click ‘Continue’. 
 In	regard	to	the	focus	group	research,	permission	to	email	respondents	will	be	requested	at	the	end	of	the	survey	provided	to	the	online	sample	of	study	1.	Providing	this	information	will	not	in	anyway	effect	their	responses	or	chance	to	be	awards	an	incentive.	At	the	actual	focus	groups	themselves,	the	background	to	the	study,	reasons	for	the	study,	the	fact	that	participation	is	voluntary	and	that	there	are	no	consequences	for	withdrawing	from	the	study	will	be	explained.	Following	this,	Plain	Language	Statements	and	Consent	Forms	will	be	provided	to	participants.	If	this	is	all	agreed	to	and	the	documents	are	signed,	then	the	focus	group	process	may	proceed.			
11	 Will	there	be	reimbursement	of	expenses	or	incentives	to	participate?	Where	expenses	will	be	reimbursed	please	state:	
§ the	nature	of	the	expenses	incurred	by	participants	
§ the	maximum	value	of	any	intended	reimbursement.	Where	incentives	to	participate	are	offered,	please	explain:	
§ Why	you	consider	that	the	proposed	incentive	will	not	encourage	participants	to	take	risks	they	would	not	otherwise	take.	In	doing	so,	please	consider	both	the	risks	associated	with	participation	and	the	value	of	the	incentive,	relative	to	your	participant	group.		(See	the	National	Statement,	Sections	2.2.10-2.2.11;	and	the	Human	Research	Ethics	Guidelines	section	8	for	more	information.)	
The company that recruits respondents (in the panel sample) reimburses them for their 
participation. An incentive for survey completion for the third sample (online sample) of the survey 
research will be provided in the form a chance to win one (1) of three (3) $100 Coles/Myer Gift 
Vouchers. An incentive of a $20 payment per person + catering for all ($250 approximately) will be 
provided for focus group participants.  
 
12	 Pre-existing	or	unequal	relationships	Do	any	of	the	proposed	participants	have	existing	relationships	with	the	researchers,	each	other	or	with	any	other	organisation	involved	in	the	research?	Please	explain	the	relationships,	and	how	you	will	make	sure	that	participants	do	not	feel	pressured	to	take	part.	(See	the	National	Statement,	4.3;	and	the	Human	Research	Ethics	Guidelines	section	22	for	more	information.)	
No	relationships	exist	between	the	researchers	and	potential	respondents.	Voluntary	participation	will	be	emphasised	when	participation	is	requested	within	a	lecture	or	class	
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activity.		
13	 Does	your	project	include	children	or	young	people	under	18	years?	If	your	project	involves	people	under	the	age	of	18,	please	answer	the	following	questions.		
§ What	age	group	is	involved?	
§ Will	parental/guardian	consent	be	obtained?	If	the	young	people	will	consent	on	their	own	behalf,	how	their	capacity	to	do	this	will	be	judged?	
§ Is	it	necessary	to	involve	people	under	18?	Could	your	projects	be	undertaken	with	adult	participants?		
§ Is	the	methodology	appropriate	for	children/young	people?	
§ Is	there	any	reason	to	consider	that	participation	in	the	research	is	not	in	the	best	interests	of	the	children/young	people?	(For	further	information,	consult	the	National	Statement,	Chapter	4.2; and	the	Human	Research	Ethics	Guidelines	Section	19.)	A	screening	question	and	messages	on	survey	entry	page	will	be	used	to	clarify	this	issue.	In	accessing	the	survey,	the	screening	question	of	whether	participants	are	over	18	will	be	asked.	Participants	must	click	the	appropriate	box	in	order	to	access	the	survey.			From	page	7:	Given	the	clarity	of	instruction	through	a	simple	question,	the	self-declaration	of	if	respondents	are	of	the	appropriate	age	is	viewed	as	adequate	for	this	stage	of	the	research.	Outside	of	asking	date	of	birth	(which	is	a	higher	level	of	potentially	identifiable	information),	this	is	in	line	with	other	website	access	for	sites	which	require	a	specific	age	(i.e.	to	access	alcohol	promotion	websites	etc.).			As	participants	for	the	focus	group	stage	are	drawn	from	the	third	sample	of	study	1,	there	is	no	possibility	that	they	will	be	under	18	years	of	age,	as	this	is	a	requirement	for	accessing	the	survey.				
14	 Language	and	communication	issues	Will	your	project	involve	people	who	cannot	communicate	easily	in	English?	(e.g.	people	who	are	not	confident	English	speakers,	or	who	have	a	disability,	such	as	a	hearing	impairment	that	requires	special	arrangements	for	participation).	If	so,	please	explain	how	translation/interpretation	issues	will	be	managed.	(For	further	information	consult	the	Human	Research	Ethics	Guidelines	on	Language	and	communication.)	
Respondents will be drawn from a paid panel or will be Deakin University students. It is unlikely 
either of these groups will be unable to communicate fluently in English, as Deakin University 
requires this of International Students and the panel assures the sample that is paid for. As	such,	it	is	expected	that	very	few,	if	any	non-English	as	first	language	speakers	will	access	the	survey.	Where	English	is	not	the	first	language,	the	language	in	the	survey	and	focus	group	questions	is	presented	in	plain,	simple	English	language	and	potential	risks	through	participation	remain	non-existent	or	very	minimal.		
15	 People	in	other	countries		If	you	are	planning	to	undertake	research	in	other	countries,	please	answer	the	following	questions.	What	are	the	legal	and	ethical	requirements	for	conducting	research	in	the	designated	country?	
§ What	arrangements	will	be	in	place	for	a	local,	readily	accessible	contact	to	receive	responses,	questions	and	complaints	about	the	research?	(National	Statement	4.8.16)	
§ How	will	the	research	be	monitored	on	site?		
§ Are	there	cultural	sensitivities	relating	to	the	research?	How	will	these	be	managed?		If	the	research	is	to	be	conducted	in	a	language	other	than	English,	please	ensure	that	you	have	covered	
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all	relevant	language	issues	under	question	14.		(For	further	information	consult	the	National	Statement,	Chapter	4.8;	and	the	Human	Research	Ethics	Guidelines	on	Research	in	other	countries.)	
It is not anticipated that any respondents will be participating from any countries other than 
Australia. 	
CONFIDENTIALITY	/	PRIVACY	
16	 Will	you	be	collecting	data	in	identified	form?	Data	are	generally	divided	into:	
§ identifiable	(also	called	personal):	the	person	to	whom	the	data	relates	can	be	established	from	the	data	–	either	because	they	are	named,	or	information	that	identifies	them	is	included	(e.g.	position	in	an	organisation	at	the	time)	
§ re-identifiable	(also	called	coded):	the	identifiers	have	been	removed	from	the	information	and	replaced	with	a	code.	
§ non-identifiable:	the	data	were	collected	anonymously,	or	all	identifiers	have	been	permanently	removed.	Please	explain	the	form	in	which	the	data	will	be	collected.	If	you	plan	to	collect	it	in	identified	form	and	later	remove	the	identifiers,	please	explain	how	and	when.	(See	the	Human	Research	Ethics	Guidelines	on	Privacy	and	data	storage	for	more	information.)	With	respect	to	the	survey	study,	data	collected	will	be	identifiable	in	one	case.	This	is	with	respect	to	the	third	sample	of	the	study,	drawn	from	blogs	and	forums.	These	participants	will	be	given	the	option	to	provide	an	email	address	should	they	choose	to.	This	is	for	the	purpose	of	contacting	them	to	a)	invite	them	to	participate	in	a	follow	up	focus	group	(study	2)	and	b)	for	prize	draw	purposes.	Following	the	conducting	of	focus	groups,	email	addresses	de-identified	so	as	not	to	affect	responses	in	any	way	and	deleted,	as	they	do	not	contribute	to	the	purpose	of	the	research.	In	all	other	cases	of	the	survey	administration	and	focus	groups,	no	identifiable	data	will	be	used.		Demographic,	psychographic,	geographic,	knowledge,	attitudinal	and	behavioural	questions	will	be	asked,	however	these	are	general	question	for	segmenting	the	sample	into	sub-groups,	such	as	age	groups	and	gender.		
17	 Storage	of	data	Data	storage	should	meet	the	requirements	of	the	Authorship	in	the	Research	Conduct	Policyhttp://theguide.deakin.edu.au/TheGuide/TheGuide2011.nsf/Web?OpenFrameSet&Doc=
eebaea22b17b2d45ca257880001b3fc7?OpenDocument.	In	most	cases	data	should	be	stored	securely	at	Deakin,	for	a	period	of	at	least	five	years	after	the	final	publication	of	the	research	outcomes.	If	the	data	will	be	stored	in	another	location,	please	explain	this,	and	how	data	security	will	be	maintained.	You	should	include:	
§ whether	the	data	will	be	identified/re-identifiable/non-identifiable	
§ how	security	will	be	maintained	(locked	storage,	secure	server,	etc.)	
§ how	long	the	data	will	be	stored	
§ if	and	when	the	data	will	be	disposed	of	and	how	security	will	be	maintained.	(See	the	Human	Research	Ethics	Guidelines	on	Privacy	and	data	storage	for	more	information.)	Data	will	be	stored	at	Deakin	University	with	physical	data	such	as	interview	transcripts	stored	in	locked	storage	in	the	supervisor’s	(and	principle	researchers)	lockable	filing	cabinet	within	the	supervisor’s	locked	office.	Non-tangible	data	such	as	survey	results	will	be	stored	on	the	supervisor’s	(and	principle	researchers)	password-protected	computer.	All	data	will	be	stored	for	the	required	period	of	a	minimum	of	5	years	after	the	publication	of	any	data	or	results.			
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18	 Publication	of	results	(See	Section	4	of	the	Australian	Code	for	the	Responsible	Conduct	of	Research	for	more	information).	Whose	responsibility	will	it	be	to	notify	participants	of	the	outcome	of	the	research?	The	student	will	be	responsible	for	notifying	chosen	respondents	of	the	research’s	publication.		How	will	you	notify	participants	of	the	outcome	of	the	research?	As	the	respondents	will	be	recruited	from	a	paid	panel,	no	notification	of	results	will	be	provided	to	these	participants.	Should	Deakin	University	students	participate	in	the	research,	links	to	a	copy	of	the	study	will	be	provided	on	participating	units	Cloud	Deakin	webpages,	should	respondents	choose	to	review	it.			How	will	your	research	be	reported/published?	Research	findings	will	be	used	to	produce	a	PhD	thesis.	Findings	will	be	reported	through	SMAANZ	conference	(2016)	and	articles	submitted	to	relevant	journals.			How	will	you	manage	participant	confidentiality?	No	identifying	characteristics	will	be	published	or	reported.	Publications	will	be	detailing	the	characteristics	of	segments	on	consumers	only.	 	
   
   
 
356 
PART	D:	Declarations	
1	 I/We,	the	undersigned	declare	that	the	information	supplied	in	this	application	is	true	and	accurate	to	the	best	of	my/our	knowledge.	I	/	We	the	undersigned	have	read	the	National	Statement	on	Ethical	Conduct	in	Human	
Research	and	accept	responsibility	for	the	conduct	of	the	project	detailed	in	this	application	in	accordance	with	the	principles	contained	in	the	Statement	and	any	other	conditions	laid	down	by	Deakin	University	or	the	Human	Ethics	Advisory	Group.		Where	the	project	involves	a	student	researcher,	as	the	supervisor	I	accept	responsibility	for	ensuring	that	ethics	approval	is	obtained	prior	to	commencing	the	research	and	for	overseeing	the	ethical	conduct	of	the	project	as	detailed	in	the	ethics	application.		 Signatures:	
	 Principal	Investigator/s	      	 Date:	      		 	      	 Date:	      		 Associate	Investigator/s	       Date:        
        Date:        
        Date:        
        Date:        		 Student	Investigator/s	 Thomas Gaarenstroom	 Date:	 3/08/2015		      	 Date:	      		      	 Date:	      		      	 Date:	      		
2	 ACKNOWLEDGEMENT	OF	HEAD	OF	SCHOOL*/DIRECTOR	OF	RESEARCH	OR	THEIR	
NOMINEE	I	the	undersigned	acknowledge	that	the	Faculty	has	considered	and	approved	the	academic	worth	of	the	project	described	in	this	application.		 Name:	      		 Signature:	       Date:	       
 
* Where the HoS is also a member of the research team, the ADR should provide the final sign 
off on the project. 	
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Part	E:	 Attachments	Have	you	attached	the	following?	
Yes	 No	 	N/A	 	 	A	copy	of	the	email	confirming	successful	completion	of	the	online	human	ethics	quiz	(for	first	time	applicants	only)	
Yes	 No	 	N/A	 	 A	copy	of	any	advertisements/flyers	or	other	recruitment	materials		
Yes	 No	 	N/A	 	 A	copy	of	the	Plain	Language	Statement	and	Consent	Form	(PLSC)	or	other	consent	materials	to	be	used	in	the	project	
Yes	 No	 	N/A	 	 A	copy	of	any	survey,	list	of	questions/topics	for	interviews,	or	other	materials	to	be	used	in	this	project	
Yes	 No	 	N/A	 	 Any	other	documents	to	be	supplied	to	the	participants	or	used	in	the	conduct	of	the	project		
Yes	 No	 	N/A	 	 If	you	are	proposing	to	recruit	participants	through	organisation(s),	a	letter	of	support	from	the	organisation(s)	involved	or	an	organisational	PLSC		
Please submit all documents via the Human Ethics application submission page. 
HEAG	and	inquiry	contacts	are	available	on	the	Human	Ethics	Contacts	page	or	on	your	
faculty	website.		
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APPENDIX 9 – ETHICS APPROVAL 	
 
9 October 2015 
      
Dear Thomas, 
 
BL-EC. 42-15 Determining Consumer Segments in Australian Sport; a case study of MMA 
Thank you for submitting the above project for consideration by the Faculty Human Ethics Advisory Group 
(HEAG). The HEAG recognised that the project complies with the National Statement on Ethical Conduct in 
Research Involving Humans (2007) and has approved it. You may commence the project upon receipt of this 
communication.  
The approval period is for four years.  It is your responsibility to contact the Faculty HEAG 
immediately should any of the following occur: 
 
• Serious or unexpected adverse effects on the participants 
• Any proposed changes in the protocol, including extensions of time 
• Any changes to the research team or changes to contact details 
• Any events which might affect the continuing ethical acceptability of the project 
• The project is discontinued before the expected date of completion. 
 
You will be required to submit an annual report giving details of the progress of your research. Failure 
to do so may result in the termination of the project. Once the project is completed, you will be 
required to submit a final report informing the HEAG of its completion. 
 
Please ensure that the Deakin logo is on the Plain Language Statement and Consent Forms. 
You should also ensure that the project ID is inserted in the complaints clause on the Plain 
Language Statement, and be reminded that the project number must always be quoted in any 
communication with the HEAG to avoid delays. All communication should be directed to 
katrina.fleming@deakin.edu.au 
 
The Faculty HEAG and/or Deakin University Human Research Ethics Committee (HREC) may need 
to audit this project as part of the requirements for monitoring set out in the National Statement on 
Ethical Conduct in Research Involving Humans (2007). 
 
If you have any queries in the future, please do not hesitate to contact me. 
 
We wish you well with your research. 
 
Kind regards, 
 
 
Elizabeth Fitzgerald (on behalf of Katrina Fleming) 
BL-HEAG Secretariat 
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APPENDIX 10 – ITEM FULL NAMES AND CODED VARIABLE NAMES 
 
 
Full Item Statement Coded 
Political/Government  
MMA in an Octagon or caged arena should be legal in Australia. POL1 
MMA should be legal in Australia POL2 
MMA should be legal in Melbourne POL3 
Social Impact  
Holding MMA events in a 'cage'/Octagon is against Victoria's societal values. SOCIAL1 
Participants of MMA (training at local venues) are violent or aggressive and are there to fight. SOCIAL2 
MMA has a negative societal impact, as athletes are bad role models for children. SOCIAL3 
MMA has a negative societal impact as it is directly linked to street violence. SOCIAL4 
Violence  
MMA is a violent sport as athletes act violently. VIO1 
MMA is a violent sport because despite sporting or competitive elements, its nature is violence VIO2 
MMA is a violent sport because while other sports may have fights in them, MMA's core objective is fighting VIO3 
MMA is a violent sport because of how bloody athletes get. VIO4 
MMA is an unsafe sport. VIO5 
Economic Benefit  
Holding MMA events in a given state will generate economic benefit for that state. ECO1 
Holding MMA events in a given state will positively affect the (geographically) surrounding businesses. ECO2 
Legitimacy  
As similar sports are held in the Olympics, this demonstrates MMA is also a legitimate sport. LEGIT1 
MMA is a legitimate sport because professional athletes compete in events. LEGIT2 
MMA is a legitimate sport because of its rapid growth, development and extensive fan base. LEGIT3 
MMA is a legitimate sport because Victoria has made it legal to hold events. LEGIT4 
MMA is a legitimate sport because it incorporates extensive rules, regulations, on-site doctors and external governing 
bodies. LEGIT5 
MMA is a legitimate sport because major corporations recognize it as such and sponsor events. LEGIT6 
Personality  
To what extent do you describe your personality - Extroverted, Enthusiastic PERS1 
To what extent do you describe your personality - Critical, Quarrelsome PERS2 
To what extent do you describe your personality - Dependable, Self-Disciplined PERS3 
To what extent do you describe your personality - Anxious, Easily Upset PERS4 
To what extent do you describe your personality - Open to New Experiences, Complex PERS5 
To what extent do you describe your personality - Reserved, Quiet PERS6 
To what extent do you describe your personality - Sympathetic, Warm PERS7 
To what extent do you describe your personality - Disorganised, Careless PERS8 
To what extent do you describe your personality - Calm, Emotionally Stable PERS9 
To what extent do you describe your personality - Conventional, Uncreative PERS10 
Motivations  
Please indicate how important general motivation categories for attending MMA events are to you - Achievement MOTV1 
Please indicate how important general motivation categories for attending MMA events are to you - Knowledge MOTV2 
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Please indicate how important general motivation categories for attending MMA events are to you - Aesthetics MOTV3 
Please indicate how important general motivation categories for attending MMA events are to you - Drama MOTV4 
Please indicate how important general motivation categories for attending MMA events are to you - Escape MOTV5 
Please indicate how important general motivation categories for attending MMA events are to you - Family MOTV6 
Please indicate how important general motivation categories for attending MMA events are to you - Physical Attraction MOTV7 
Please indicate how important general motivation categories for attending MMA events are to you - Physical Skills MOTV8 
Please indicate how important general motivation categories for attending MMA events are to you - Social MOTV9 
Altitudinal and Behavioural 
I am committed to MMA ATT1 
I intend to support and keep supporting MMA ATT2 
My preference for supporting MMA would not willingly change ATT3 
Even if my close friends recommended following another sport, I would not stop following MMA ATT4 
It would be difficult to change my beliefs about MMA ATT5 
I will attend MMA events live BEH1 
I will watch MMA events on the television or the internet BEH2 
I will follow reports about MMA in the media BEH3 
I will participate in discussions about MMA BEH4 
Involvement  
I support: I do not support INV1 
I engage with: I do not engage with INV2 
I follow: I do not follow INV3 
I like: I do not like INV4 
I find exciting: I do not find exciting INV5 
I care about: I do not care about INV6 
I find interesting: I do not find interesting INV7 
I would attend: I would not attend INV8 
I would watch on TV: I would not watch on TV INV9 
I would read about in newspapers: I would not read about in newspapers INV10 
I would read about/follow on social media: I would not read about/follow on social media INV11 
I would be happy for my state to hold events: I would not be happy for my state to hold events INV12 
My disposition (overall position) towards MMA is positive. DISPOSITION 
 
